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Now that the gals are going in 
for the new look, the boys, with 
the help of Esquire, will desert the 
old look and strive for the Bold 
Look. 


Account to BBDO: 


Signs Harris-Faye 


Drug Firm May Get 
Fitch NBC Period; 
Latter's Plans Not Set 


_ Los ANGELES—Rexall Drug 
|Company last week gave its na- 
|tional advertising account to Bat- 
i'ten, Barton, Durstine & Osborn, 
|which has been handling Rexall 
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Babe Meigs helped Henry Cot- 
ton carry off the dough in the 
amateur-pro golf tournament at! 
White Sulphur, so there really is, 
one thing at which the Babe is 
only an amateur. } 


vvy 
“ANA calls curb on liquor ads 


bad precedent.” 
That’s right—first thing you| |: ee 
know, they’ll even be putting a | retail -— pcre: N. a 
b on drinking. Ayer & Son announced simulta- 
” neously that it is giving up the 
account effective July 15. 


Rexall officials told AA this 


~~? ¥ 


x yp Fascay cy By Marcon Ae ‘would mean about $2,000,000 more 


pository in 1906 was cut short be-| in billings for BBDO, most of it 


: |in radio. This amount, added to 
req aed could not meet’ pEn0's $10,000,000 Lucky Strike 


. ie iain |windfall, makes $12,000,000 in 
vet tin toad is 42 years old, | new business for the agency in 


Rough Proofs Rexall $2,000,000 weumminon@% Magazines Ad Value 


Gains Geared to Income 


Johnson Outlines 
Rate-to-Dollar Rise 
Formula to NAMP 


_ New York — Arno H. Johnson, 

vice-president of J. Walter 
s ° | Thompson Company, last week 
in ricing ases |told the National Association of 

|/Magazine Publishers forum here 
| that “it is not generally recognized 
how far advertising costs have de- 
clined since 1940 in relation to the 
real purchasing power of families 
reached.” 


Ww Brandishi Working from an average of 
ASHINGTON — HDrandishing @/seyen magazines, four women’s 


clear cut Supreme Court verdict| and three weeklies, the “cost of 
over the pricing system used by) delivering a full-page advertising 
members of the Cement Institute, message to a family is 2% under 
FTC Wednesday called on heavy) the cost for the same publications 
goods industries to abandon con- in 1940, yet the average family in 
certed use of fictitious shipping the United States in 1948 repre- 
points as a base in quoting prices.|sents a market for goods and 


Supreme Court's — 
Ruling Backs FIC — 


Victory Over Cement 
Makers Expected to 
Bring Others in Line 


ATTACHMENT—General Mills will run | 
this ad on The Saturday Evening Post's 
back cover May 29 announcing the new 
steam iron attachment for its Tru-Heat 
electric iron. (Story on Page 77.) 


Now's the Time 
fo Get in Video: 


| At the same time, Rexall an- 


‘nounced that it has, through, 
'BBDO, signed to sponsor the Phil | 
Harris and Alice Faye show for) 
network airing beginning next) 
fall. This program will replace) 
Jimmy Durante for Rexall, fol-| 
‘lowing the usual “Rexall Summer | 
|Theater” summer replacement| 
program. 


What About Fifth Spot? 


It remained undetermined last | 
week whether F. W. Fitch Com- 
/pany, Des Moines, which has 
‘sponsored the Harris-Faye hus- 
/band-and-wife show since Sep- 
tember, 1946, will continue to hold 
its enviable time spot on NBC 
Sundays at 7:30-8 p.m., EST. It’s 
for NBC to decide, of course. 

E. G. Naeckel, president of| 
‘L. W. Ramsey Company, Daven-| 
|port, Ia., which handles the Fitch | 
account, told AA that no decision 
‘has been reached by anyone con- 
‘cerned as to the type of show or 
time period for Fitch next fall— 
‘except that Fitch definitely will 
‘have a network program then. 

Mr. Naeckel would not com- 
|ment on Rexall’s signing the 
| Harrises. When Fitch signed their 
ishow in 1946, it was announced 
'that the contract was for five years 
and talent costs alone would ex- 
ceed $3,000,000 or about $15,000 
weekly. 


Local Account Small 
It has been widely reported that 


T wy 


Al Stanford objects to “flimsy 
thinking, catch waves, formulas 
that have too little reality once 
they leave Madison and Fifth Ave- 
nues and run into plain people.” 

’ e those on Third Avenue? 


. + 


,.erring to oleo taxes, “Ma- 
ority Leader Robert Taft has sig- 
naled intention to go along with 
repeal.” 

Back in 1932 a Presidential 
candidate swept the country on a 
repeal platform. 
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Since Harold Stassen won Wis- 
consin dairy support by opposing 
repeal of margarine tax laws, he’s 
probably hoping that most of the 
pretty maids who go a-voting are 
milkmaids. 
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Advertising is planned for 

Shadow-Proof, a talc-cream which 


banishes beard shadow. 
Even after five o’clock? 


- F F 


If you are looking for the uni- 
versal language, please note that 
the Ramon Roces Publications, of 
Manila, include Pilpino Komiks. 


7 yy 


Happy is the publisher who dis- 
covers that his subscribers can 
hot only read, but also write—to 


|about a month. 


his advertisers. Fitch wanted the show’s talent 
(Continued on Page 8) 
vvyY 
DePARTMENT OF UNDERSTATE- H ] 
ME. r—“The present setup, with diet { 2s 
son communities on standard . ° 
tim: and others on daylight sav- still a hot subject 
ing ime, complicates matters un- in ‘Voice’, Page 70. 
duly as far as travelers are con- Other features: 
cerved.’—From story in AA. 
OE. cca daeineeekcass bis 12 
: mo ™ . ’ Advertising in the Test Stage 78 
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As a result of the 6-1 verdict 


. * 
William Morris handed down Monday, it is clear, 
FTC said, that all basing point sys- 
tems—whether single or multiple 
Talent Agency Head /—are illegal for sales purposes 
. ° | where identical delivered prices 
Sees Video Equaling /result, obviating such factors as 
Radio by Late '49 plant location or production costs. 
The commission regards its vic- 
By MAURINE BROOKS tory over the cement makers as 
i . |*one of the most significant de- 
NEw YorK—The William Morris | cisions relating to monopolistic 
Agency, which boasts the great-| pricing practices handed down in 
est list of radio attractions in the | -ecent years.” 
we . “ar ‘ : 
world,” expects its television bill- 
ings to equal those for radio by) May Affect Others 
the end of 1949. | It expects the decision to have 
This is the prediction of Wil-| “a definite and substantial impact” 
liam Morris Jr., son of the founder on price systems in a number of 
and president of the talent agency.| important industries, particularly 
Representative for such top radio| in housing and construction mate- 
names as Fred Allen, Al Jolson,| rials, semi-fabricated goods and 
Amos ’n’ Andy and Red Skelton,| raw materials. 
the Morris agency has been a! Since 1936, the cement industry 
booster of television since 1929. | has contested FTC’s assertion that 
“In that year we staged a show-|the multiple basing point system 
ing—the first of its kind any- of pricing is an unlawful combina- 
where—in the B. S. Moss Colony tion in violation of the FTC and 
(Continued on Page 74) (Continued on Page 73) 


Last Minute News Flashes 
P&G Starts $50,000 Duz Contest 


CIncINNATI—Procter & Gamble begins a Duz contest today, offering 
five $1,000, ten $250 and 100 $25 cash awards weekly for five weeks 
for ending the sentence, ‘New Duz does everything and is a real help 
to me because...” Contestants also have to answer a true and false 
quiz. Only entries on grocers’ entry blanks are eligible. Ads will 
appear in The American Weekly, Good Housekeeping, Life, McCall’s, 
Parade and This Week Magazine, and the Chicago Tribune, Columbus 
Dispatch, Louisville Courier-Journal, Nashville Tennessean, New Or- 
leans Times-Picayune and New York News. The contest will also 
be plugged on P&G’s “Truth or Consequences” and “Road of Life” 
NBC programs, “Guiding Light” on CBS and a Cincinnati program 
called “Dr. Paul.’’ The agency is Compton Advertising, New York. 


New Gem Offer Tested in Newspapers 

BROOKLYN — American Safety Razor Corporation is testing new 
newspaper copy in Harrisburg and other markets which features a 
regular $1.25 Gem razor for 75 cents with 5 blades, and offers 50 
cents extra in blades free for the user’s vote of preference on single 
edge or double edge blades. Federal Advertising Agency has the 
account. 


Vick Subsidiary Tries Offer on Palm Sweet 


JERSEY Ciry—Cosmetic Distributors, Inc., a subsidiary of Vick 
Chemical Company, last week released a one-time shot in Hartford 
newspapers for a new product, Palm Sweet, a hand deodorant. Placed 
through J. D. Tarcher & Co., the copy had a coupon, which with a 


| dime entitled the purchaser to the 50-cent tube of Palm Sweet, which 


would be mailed direct from Jersey City. AA was told no extension 
of the idea is planned. 


(Additional News Flashes on Page 79) 


| services 130% greater than in 1940 
in dollars (disposable income per 
‘family after taxes) and 35% 
|greater in real purchasing power 
after correction for price changes 
|... As a result, the cost of hav- 
ing an equal opportunity to in- 
fluence a unit of purchase through 
a magazine page is 27% less in 
1948 than in 1940.” 


Prewar Yardsticks Out 


Mr. Johnson had previously de- 
scribed the increase in market po- 
tentials between 1940 and 1948 
which leaves “a discretionary in- 
come four times as large as in 
1940 and an increase of 53% in 
real purchasing power after full 
correction for higher prices.” He 
said this indicated “the wisdom of 
questioning prewar yardsticks in 
setting advertising and sales bud- 
gets.” 

“These budgets,’ Mr. Johnson 
reiterated, “should not be judged 
on the basis of level of prewar ex- 
penditures or on prewar relation- 
ships to unit or dollar sales, but 
|rather on the basis of the job to 
be done against present market 
potentials.” 

Earlier Mr. Johnson had at- 
tacked the “mature economy” the- 
ory as one in which a stabilized 
standard of living had _ been 
reached, and in which the only» 
improvement for lower income 


groups lay in “sharing the 
wealth.” This misconception is* 
still reflected by many “econo- 


mists, writers, government offiz 
cials, labor leaders and business 
executives,” he reported, and re-~ 
sults in “constant anticipation of 
serious depression and unemploy- 
ment.” 


Needs Are Filled 


“The mass of our population al- 
ready lives at standards far above 
the bare subsistence level of food, 
shelter and clothing. They could, 
if necessary, get along and sus- 
tain life on very much less than 
they now buy. They could defer 
many purchases entirely or for 
long periods of time even though 
they have adequate purchasing 
|power,” he reported, saying this 
|makes “doubly important the 
psychological factors affecting de- 
sire and common wants and the 
(Continued on Page 76) 
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v4 
‘ = |in a list of trade publications de- 
© he ; 
F r esh nd Air e | signed to reach three specific mar- 
/kets: consumer retail outlets, in- 
Opens Brand |dustrial and commercial outlets 
Name Drive | 


/and the institutional field. 
CuicaGco—To build brand recog- 


In addition, copy for the circu- 

lators and humidifiers will run in 
nition for its Fresh’nd-Aire circu- 
lators and electric air humidifiers, 


publications covering beauty 
, Fresh’nd-Aire Company, a di- 


shops, drug stores, chain stores 
and auto dealers. 
vision of Cory Corporation here, | —_——_—_—- 
i has launched a drive in Nation’s| Morton Salt Meves 
Business and Fortune. M 
orton Salt Company has 


The campaign, billed as the| moved its general offices to 120'S. 
i if company’s largest, also will break' LaSalle St., Chicago 3. 


PRODUCERS OF SOUND MOTION PICTURES ANDVEIT) 


SHERWOOD s SHERNOOD 


S INDUSTRIAL 

% ADVERTISING 
> SALES TRAINING 
B EDUCATIONAL om | 


Fila Studies 


9702 SOUTH WABASH AVENUE @« CHICAGO 


HARRISON 5823 


! 


|““downstairs” television system. 


Senate May Hear — 
Arguments on TV 
Channel Dispute 


WASHINGTON — Apparently un- 
daunted by its tortuous studies of 
the pros and cons of clear chan- 
nel “super-power” broadcast sta- 
tions, the Senate interstate com- 
merce committee moves into a 
new set of radio hearings this 
week which may bring into focus 
the limited possibilities of today’s 


Fresh investigations into radio 
allocations—this time in FM and 
television—were announced after 
nearly 100 witnesses had paraded 


before the committee early last 


month to re-argue the clear chan- 
nel dispute which had raged be- 
fore FCC for nearly three years. 

On the final day of the clear 
channel hearings, acting commit- 
tee chairman Charles Tobey (R., 
N. H.) stirred up a fresh issue by 
charging that RCA had deliber- 
ately slowed up the development 
of FM. 


Says RCA Holds Back TV 


While this is not the first time 
the charge has been discussed be- 
fore FCC and congressional com- 
mittees, this time Senator Tobey 
broadened the issue with an im- 
plication that RCA is currently 
holding back upper-band “com- 
petitive” television. 

With the commission freely ad- 
mitting that television has already 
outgrown the 13 available “down- 
stairs” channels, the new set of 
interstate commerce committee 
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oe 
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It’s easy to see how inseparable 
Cincinnati and the Times-Star 
really are ...department stores 


in 1947 


lines of advertising in the Times- 
Star than in the second-best paper. 


laced 1,650,687 more 


hearings may explore the extert 
of technical development for “uy - 
stairs” television. 

At the earlier hearing, Senatcr 
Tobey brought out the fact th:t 
the entire FCC was recently in- 
vited to Princeton to view RCA ; 
current “upstairs” equipment. 

Some committee members re- 
portedly believe that upper ban 
research is sufficiently far along 
so that FCC can begin issuing 
licenses in those frequencies. [if 
the upper band were ready to go, 
there would be ample room for 
highly competitive television. 

Since “low band” television js 
admittedly unsatisfactory from the 
technical and competitive point of 
view, there is strong feeling here 
that something should be done to 
head it off before the industry and 
public makes so great an invest- 
ment that the shift to the com- 
petitive upper band will become 
difficult. 


NBC’s Guy Questioned 


During the preliminary discus- 
sion of FM and television early 
in April, Senator Tobey asked 
Raymond Guy, NBC’s manager of 
radio and allocations, whether it 
isn’t likely that television will 
burst its bonds, and go upstairs. 

When Mr. Guy contended that 
this wouldn’t happen for a long 
time, Senator Tobey asked whether 
it was RCA’s plan to load the 
public with RCA and RCA-li- 
censed black-and-white 
stairs equipment, then force the 
public to buy RCA and RCA- 
licensed upper band black-and- 
white, and then eventually, “when 
the public is loaded with this 
equipment,” to bring out ultra- 
high frequency color. 

Despite the fact that Mr. Guy 
claims that low band sets can be 
adjusted by a “simple adaptor” 
to high band _ black-and-white, 
there is considerable belief that 
the commission ought to consider 
fixing a deadline for eventual e i- 
jing of low band operations. 

Aware of the confusion that 
surrounded the shift of FM to the | 
upper band, it is felt that set and 
transmitter manufacturers would 
continue marketing low band 
equipment, with the definite 
promise of an expensive adaptor 
at the time television moves up- 
stairs. 


Names Rose-Martin 


Rose-Martin, Inc., New York, 
has been appointed to direct the 
advertising of Myler Plastics Cor- 
poration, manufacturer of cold 
mold, plastic powders. Business 
papers and direct mail will be 
used. 


Chicago Agency Moves 
Advertising Engineers Corpora- 
tion has moved its offices from 210 
E. Ohio St. to larger quarters at 
|612 N. Michigan Ave., Chicago 11. 
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SAUGERTIES, N. Y. 
Specialists in Coated Papers since 
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Never Underestimate the Power of a Woman! 
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Nor the Power of the Magazine Women Believe In. Nearly a MILLION MORE women buy Ladie 


s’ Home Journal—because women are more deeply 


interested in a magazine edited especially for them. They value above all the useful, inspirational purpose the Journal serves in their lives. ‘That's why, 


if women buy your product, or influence its purchase, you can tell more women, so much more effectively in Ladies’ wy 0 URN A [ 


Bought by nearly a MILLION MORE women than any other magazine * 


*Monthly OR weekly, with audited circulation, 
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Packaging Show 
Reveals Plentiful 
Materials Supply 


CLEVELAND — Ability to deliver 
the goods was evident at the 17th 
annual American Management As- 
sociation Packaging Exposition 
here last week, in contrast to last 
year’s showing when much-her- 
alded wartime developments failed 
to appear. 

Whereas shortages and lack of 
time made it impossible to meet 
fully the anticipations of exposi- 
tion attendants at Philadelphia 


last year, the packaging field was 
definitely ready for an “all out” 
showing here this year. 

The result was an exhibition of 
everything from tiny capsules to 
giant shipping cases for industrial 
machinery; from small counter 


machines to extensive packaging | 


designs and techniques. | 
187 Exhibitors 


Product and service exhibits of | 
187 companies occupied 100,000 
square feet of space in Cleveland | 
Public Hall, setting a new space’ 


record. More than 12,000 manu-| 


Representatives of some 5,000 
companies in 400 different fields, 


including delegates from 22 for-| 


eign countries of South America 
and Europe, took part in the con- 


ference discussions as well as the) 


chemical resistance, low moisture, 


permeability, and toughness. A 
number of recently developed 
Saran film food packages, includ- 
ing a liquid pack, were shown at 
the exposition. 


inspection of exhibits. 


An idea of what lies ahead was 


The two most important con-|brought out by Lee R. Forker, 
and handling equipment. The New | siderations voiced at this year’s | general purchasing agent, Quaker 
Look was apparent in materials,|show were, first, cost reduction,| State Oil Company, in an address 


and second, sales appeal. 


the honeymoon over, prospective | packing, 


With at a conference on packaging, 


and shipping Monday. 


buyers are taking the practical|Speaking on “The Short Term 


Dow’s Film Prices Drop 


course and setting their sights on|Outlook for Essential Packaging 
a two-way improvement. 


| Materials,” Mr. Forker said: “It 
| nas been my observation that to- 
day management is more keenly 


Coincident with the exposition, interested in containers than ever 
facturers and users of packages Dow Chemical Company an-|before. Cost of packaging has in- 
were on hand for this big trade! nounced a 25% price reduction on| creased 30% to 150% from pre- 
show of the $6.5 billion packaging,|Saran Film 517 and Type M film.| war levels. With the return of a 
packing and shipping industries. These films are known for their! buyer’s market, your customer is 


268-Page Silver Jubilee Edition of 
America’s Original Consumer Survey 


172 separate subjects 
8,046 branded products 
850 charts and tables 


208 pages on 1948 consumer buying habits, brand preference, 
ownership, buying plans, and dealer distribution, all obtained 


since January 1, 1948. 


25-year review of trends in product use and brand preference 


in several major product classifications. 


Copies are available to sales and advertising executives free of 
Write to The Milwaukee Journal General Advertising 


charge. 


Department, or to our national representatives. 


THE MILWAUKEE JOURNAL 


The Newspaper With the Marketing Information 


National Representatives—O’Mara & Ormsbee, Inc. 


FOOD PRODUCTS—Baby 
foods, baking mixes, bread, 
breakfast foods, candy bars, 
catsup, cheese, chocolate, coffee,. 
cookies, crackers, dessert pow- 
ders, dog food, flour, meats,. 
frozen foods, fruit and vegeta- 
ble juices, mayonnaise, peanut 
butter, peas, salt, soup 
mixes, soy sauce, syrup, tea, 
toilet paper, vegetable shorten- 


rice, 


ing, yeast. 


AND CLEANSERS — 
floor 
bath, 
laundry, 


SOAPS 
Bleaching fluid, bluing, 
wax, soap (for hands, 
dishes, 


walls 


fine fabrics, 


and woodwork), | steel 
wool cleaners, synthetic deter- 


gents, water softeners, 


TOILETRIES. COSMETICS — 
Place of purchase; types pur- 
chased of deodorants, facial 
cream, hair tonic, hand lotion, 
lipstick, nail polish, 
headache 


permanent wave kits, 


lip balm, 
dyes, facial tissues, 
tablets, 
safety razors, shampoo, electric 
shavers, shaving cream, shaving 


lotion, tooth paste and powder. 


BEVERAGES — Alcoholic bever- 
place of purchase, type 
canned and 
bottled; soft drinks. 


ages, 
and brand; beer, 


HOMES AND 


Cooking ranges, 


APPLIANCES— 
food 


refrigerators, 


freezers, 
mixers, ironers, 
roasters, vacuum cleaners, wash- 
ing machines, pressure cookers, 
radios, phonograph records, 
home heating, painting, wall- 
papering, 25 4 


year appliance 


trend. 


AUTOMOTIVE — Ownership, 
yeat of purchase, buying plans, 
orders placed, tires, gasoline, 
oil, spark plugs, batteries, re- 


pairs, 25 year review. 


GENERAL — Air travel, vaca- 
tions, bank accounts, books, cig- 
arets, foundation garments, 
tobacco review, 


men’s _ shirts, 


watches, employment, occupa- 


tions, composition of families. 


25-YEAR MARKET REVIEW— 
Population, pay 
rolls, income, retail sales, Jour- 


employment, 


nal service to advertisers, 


Advertising Age, May 3, 1943 


more prudent with his purchase 
dollar. Your market is jeopar- 
dized by shoddy, cheap, and ir- 
effective containers. More atter- 
tion has been given to quality 
control, higher speeds of filling 
‘and handling to minimize costly 
labor overtime. Improved loadinz 
and bracing for shipment is now 
in effect, and some _ industria! 
firms have re-styled their entire 
line of packages for customer eye 
appeal.” 


‘Any’ Becomes ‘Which’ 


As brought out by E. A. 

Throckmorton, vice-president in 
charge of AMA’s Packaging Divi- 
/sion and president of Container 
Laboratories, Inc., “Up until now 
we have had to be satisfied with 
any package but we’re moving 
| into an era in which we will have 
| to decide which package.” 
At the container clinic Wednes- 
|day, 70 different products, rang- 
|ing from small vacuum tubes to 
| 2,000-pound construction items, 
| were shown packed and packaged 
/as examples of methods designed 
|to solve typical industry prob- 
lems. In addition, slides were 
shown to illustrate interior and 
exterior engineering and design of 
| the packages. 

Highly noticeable in exposition 
| displays was the increase in trans- 
|/parent packages to permit visual 
| inspection and handling of every- 
‘thing from meat to _ furniture 
without damage. Among individ- 
'ual developments to please con- 
sumers were heavy paper mois- 
_ture-proof bags with handles and 
/mesh windows, pouring spouts on 
|paper packages for cereals and 
rice, and cheese packages made of 
| transparent plastic which can be 
re-used as trinket or sewing boxes. 
| Dynamic displays of moving 
machinery, revolving units, actual 
packaging operations, and motion 
| pictures were used for demonstra- 
‘tions. There was also use of more 
scientific color selections in keep- 
ing with products and services. 


‘ABC Appoints Grabhorn, 
Whiteman V.P.s 


| Paul Whiteman and Murray B. 
|Grabhorn have been elected vice- 
presidents of American Broad- 
casting Company. Mr. Whiteman, 
|now director of music at ABC, is 


Paul Whiteman 


M. B. Grabhorn 


heard Monday through Friday ove! 
the network in the “Paul White- 
man Record Club.” The hour-long 
broadcast has four sponsors. 

With American since 1942, Mr. 
Grabhorn is manager of the net- 
work’s owned and operated s'4- 
tions, including the New York ‘ey 
station, WJZ. 


Sucher Joins Hevenor 

Edward C. Sucher, forme!!y 
with Batten, Barton, Durstine & 
Osborn, has joined Hevenor d- 
vertising Agency, Albany, N *> 
as a new business and acc!!!) 
executive. 


Standard to Lowell 


Standard Mfg. Company, *°” 
York, maker of hardware 
cialties, has appointed Mort: °°! 
|Lowell Company, New York. ‘ 
handle its advertising. 


Always Dependable Quality and Se 


TWIN CITY | 
ENGRAVING COMPANY 
208 S. STATE ST. __ ST. JOSEPH, 
PHOTO ENGRAVING-ART-COPY-LA 

A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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Fact 5 Over 23% of Post-advertised prod- 


ucts do not appear in any one of the other 


twenty leading national magazines. 


K_23.46%,,10 be exact. Figure based on P. |. B. report 
for 1947. 


Explanation : Sell the 


Post Family* and you’ve sold all America. 


K _the four million Post-reading families represent the 
nation’s most powerful ready-to-buy group. They are the 
people who set the buying pattern in every community. 


Suggestion 


He need we point out that the one way to get the most 
from your advertising dollars is to concentrate your adver- 
tising in The Saturday Evening Post ? 


advertising force 


merica’s most 
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.ame Freiburg 


un Freiburg & Co., Los an- BUSINESS Papers 


.es, has been named to handle | 


| selves 
| 


ue advertising of Elkeles Com-| ,tions and by colleges. Business 


linds, using newspapers, 
and direct mail; 
Company, 


door posters, magazines, 
papers and radio. 


c _ lighting and automo-_ . 
ive accessory awvisions, using ot Mans Elfenbein 


Lever Appoints DD&T 
Day, Duke & Tarleton, New 


York, has _ been 


handle the Canadian advertising 
for a new product to be marketed 
by Lever Bros. Ltd., Toronto. The 
agency already handles the ac- 
count in the United States (AA, 


March 29). 


je, Manutacturer of venetsn Hit Exceptional 


and Lumidor | 


appointed to /| tional men who (as) the managers | 


| papers, he said, “are issued regu- 


/sions in a specialized field of hu- 
|man activity for other people,” 
jand as such provide education, 
New Yorx—“Business can only | discipline and “the editorial criti- 
be carried on in orderly and|¢ism which is the prophylaxis of 
profitable continuity by emeap| DESver enterprise. 
of human enterprise, make up the Contrasts Ciseuiations 
bulk of the readership of the spe-| 
Elfenbein, editorial director of| papers, but said that 10,000,000 
Haire Publishing Company’s home| readers of 1,500 business papers, 
furnishing group, told the Na-/|sorne 7% of the population, “make 


tional Association of Magazine|the decisions which commit the 


10 B. 88 &., N.Y. C. 16 


Publishers here last week. remaining 130,000,000 ordinary 

Speaking as a member of a six-| people.” The editors of the busi- 
man editorial panel, Mr. Elfen- 
bein asserted that industrial lead- 
ership has been by-passed by|room are part of the 7%; you got 
business leaders because of their| most of your adult education from 
competition “for a bigger share of|some specialized business paper.” 
|the American dollar for them-|; For an editor, Mr. Elfenbein 


people and “all of you in this 


* 


~ Both Hands 


Big St. Louis 


_ that means 


A full grasp of sales opportunities really pays off in 
America's 9th largest market. That market is the com- 
pact St. Louis retail trading zone where over 475,000 
families live. In this zone are concentrated more than 
four-fifths of the 176,000 St. Louis Star-Times evening 
reading families. Here you have a combination of rich 
market and intensive coverage teaming up to give low- 
cost impact that really sells merchandise in St. Louis. 
For best results, it pays to use both hands in big St. Louis. 


THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


‘and also by-passed by trade and/| 
labor organizations, trade associa- | 


‘larly for a group of exceptional | 


He contrasted the circulation of | 
cialized technical press,” Julien| general magazines with business | 


ness paper, he said, reach these 


just a _ specialist, a teacher, 


industry or profession. 


spokesman or defender of his own | muneration. 
He must/is old enough to know what train- 


Advertising Age, May 3, 193 


and their stockholders,” , said, “it is no longer enough to be | provide the means of creating ex- 
a|pertness commensurate with re- 


The news magazine 


'be a sharp critic not only of his | ing it needs for its personnel . 


enterprise are not in the public 


| interest. .. It is not easy to be 
'a business critic. It is not easy 
|to differ with your own industry, 
/to oppose the position of a trade 
‘association in your field, or the 
acts of a big corporation.” 
Business paper editors who play 
it “safe,” he said, will lose reader 
interest, and that readership will 
go to the paper with “editorial 
discontent—the divine discontent 
of business journalists who are 
not satisfied to drool lip service 
to private competitive enterprise 
but want to preserve it by making 
it work because they believe in it.” 
Edwin Balmer, editor of Red- 


a world divided by Communism 
and a society showing indications 
of social disintegration. 


MeMillen, Davenport Speak 


Wheeler McMillen, editor of 
Farm Journal, warned that the 
stream of material to every edi- 
tor’s desk “from government itself, 
political groups, universities and 
churches, from every organized 
source” carries an indiscriminate 
mixture of true and false items. 
“The editor’s strongest armament 
| becomes his own thorough ground- 
‘ing in the fundamental principles 
of freedom and whatever under- 
standing of human nature may 
have been given him.” 

Walter Davenport, editor of 
Collier’s, said in a satirical speech 
that an editor is a man “who 
knows precisely what he wants 
but is not sure what it is,” deals 
with readers “who don’t care what 
he publishes as long as it is about 
what they want to read,” with ad- 
vertisers “who are very much con- 
cerned about what he publishes 
but seldom read it” and contribu- 
‘tors who “want him to buy what 
ihe doesn’t want even if he is not 
| sure what it is.” 


Moley on Good Journalists 


| Raymond Moley, editor of 
Newsweek, cited the Newspaper 
|Guild, saying the union “which 


| 
} 


‘gives coffee nerves to publishers | 


‘has helped provide attractive re- 
|/muneration. Now someone must 


own field, but of all enterprise|we need to take a lesson from 
people who have to make deci-| whenever the private decisions of| Branch Rickey on how to hunt in 


the sand lots for journalists.” 

He snapped at the guild’s hiring 
provisions, saying the “profound 
obligation of magazine manage- 
ment to the public is to retain re- 
sponsibility for those who write. 
The determination of the quali- 
fications of our staff cannot be 
delegated under any sort of pres- 
sure... A group of writers can- 
not be the judge of the qualifica- 
tions of any member of the 
group.” 

Herbert Mayes, editor of Good 
Housekeeping, paid tribute to the 
‘advertisers in magazines, recall- 
‘ing that—with one exception—no 
|'magazine had been able to get 


book, told NAMP of the difficult along without advertising. The 
decisions faced by an editor in|exception, ‘he said, had gotten 


along because it was able to “pick 
the brains” of the magazines 
which bought feature material 
with dollars largely drawn from 
advertising. 

NAMP was given citations from 
the Army and Air Force and the 
Treasury Department for maga- 
zines’ service to recruiting and 
sale of savings bonds. 


‘Esquire’ Ups Ad Rates 

Esquire, Chicago, will increase 
its circulation guarantee and ad- 
vertising rates effective with the 
September issue. The change car- 
ries a three-month protective 
clause covering all space reserva- 
tions for the September, October 
and November issues_ received 
prior to midnight, June 1. The 
circulation guarantee jumps from 
550,000 to 650,000. The  black- 
and-white page rate will increase 
from $3,700 to $4,100. 


To Sherman-Hennessey 


Ray W. Smith, formerly with 
Roosen Ink Company and Poole 
Brothers, has joined Sherman- 
Hennessey Printing Company, 
Chicago, as production manager. 
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|ship in the Audit Bureau of Cir- 
culations, will continue also with 


’ ‘ 
Sports Age’ Goes 
| Controlled Circulation Audit, Inc., 


ABC, Stays CCA; thus becoming the first publication 
. | ' 
First to Be Both tof pe 50% net paid 


New York — Sports Age of | circulation. CCA recently revised 
Geyer Publishing Company, ad-|its rules to permit membership of 
mitted in late April to member-| publications whose circulation is 
less than 50% free or “controlled.” 

Total average distribution of 
Sports Age for the six-month 
| period ended Dec. 31, 1947, was 
| 13,156, of which total net paid, in- 
cluding bulk, was 8,442. Cur- 
rently, said Donald McAllister, 
Geyer vice-president, the paper’s 
net paid is nearly 9,000. Its total 
distribution continues at about 


(Simpson-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 | 
LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


caunence nt 


($47 SOUTH CLARK STREET + CHICAGO + WABASH 6284 | 


q oes 
+ photo engravin 


Cincinnati; 
|Boston; KSIB, Creston, Ia., and 
Wiley, Frazee & Davenport, New 


13,000. 

ABC continues to break down | 
only the paid part of the circula-| 
tion, while CCA breaks down the 
entire circulation. For Sports Age, 
for example, ABC lists coverage 
of 7,500 retailers, and CCA says 
that the paper covers 10,000 re- 
tailers. 

Two Geyer publications—Gey- 
er’s Topics and Gift & Art Buyer 
—have been ABC members for 
about 20 years. A third, Office 
Management & Equipment, was 
dropped from CCA about 18 
months ago when it was admitted 
to ABC. 


Six Join AFA 


The following companies have 
joined the Advertising Federation 
of America, New York: Interna- 
tional Milling Company, Minne- 
apolis; WHBF, Rock Island, IIL; 
Leonard M. Sive & Associates, 
Callaway Associates, 


York. 


Juverstigate... 
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4.3 MILLION FAMILIES 


PLACES 25M TO rahe por. 


Collier's — Life — Satevepost — American a0 mambo panne 


Weekly — This Week — LH Journal — Good 
Housekeeping — WH Companion — McCall's 
. . « Space-buyer’s dream of a perfect list! It 
delivers millions of circulation . . . yet it misses 


in America’s THIRD LARGEST city and 


town market! 
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1.2 MILLION FAMIRES 
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1.2 MILLION FAMILIES 
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0.5 MILLION FAMILIES 


PLACES UNDER IM POP. 
1.5 MILLION FAMILIES 


Hasty analysis of circulation reports 
may lead you to credit such a list with 
True Small Town market coverage 

. comparable to that provided in 
URBAN markets. 
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1.2 MILLION FAMILIES 


PLACES 10M TO 25m POP. 
1.7 MILLION FAMILIES 


Actually . . . of their circulation in 
towns under 1,000 population only 
23 goes to True Small Towns. The 
other 14 goes to Suburban Small Towns. 


PLACES 2.5m TO 1 por. 
2.5 MILLION FAMILIES 


PLACES ta TO 2.5m POP. 


GRIT provides more coverage than 11) MAUION Famues 


any of these publications in this 
market of 3,300,000 FAMILIES... 


representing 12%, or 1 out of 8 of 


all city and town families. 2 


PLACES UNDER IM POP. 
3.3 MELUION FAMILIES 
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eae GRIT PUBLISHING CO., WILLIAMSPORT 3.PA 


. with more than 650,000 circulation 


SMALL TOWN AMERICA’S GREATEST. FAMILY WEEKLY 


BEYOND METROPOLITAN 
DISTRICT INFLUENCE 


AMERICA’S THIRD LARGEST MARKET! 


Add GRIT... and coverage is increased to.......... 71% 
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9 URBAN PUBLICATIONS 


COVERAGE... ..... 158% 
a 148% 
Ss 6a ea 194% 
CEE i ck os ws 120% 
COVERAGE ONLY 59% 


Rexall $2,000,000 


Account to BBDO; 
Signs Harris-Faye 


(Continued from Page 1) 
costs reduced. Rexall did not in- 
dicate to AA last week whether 
it had signed for the show at any 
reduction of present talent costs. 
Rexall merely told AA that BBDO 
would gain about $2,000,000 in 
billings on its national advertis- 
ing. The agency has _ handled 
Rexall stores advertising, but this 
has amounted to little because 
Rexall’s own staff handles most 
of its stores’ work. 

Ayer actually relinquished the 
account April 16, immediately 
after presenting the year-end ad- 
vertising report, but gave Rexall 
10 days to select a new agency 
before releasing the story. Ayer 
is understood to have taken the 
step after getting word of Rexall 
meetings with BBDO. Ayer has 
said it is relinquishing 


the | 


Phil was op 
Benny’s program for a time eve, 


be close friends; 


after starting on “Fitch Band. 
wagon.” Conceivably, BBDO may 
work out arrangements to retain 
the 7:30-8 p.m. spot for Rex, 
which certainly wants it. 

Fitch has commanded the spo: 
for about 10 years, usually fea. 
turing bands on “Bandwagon, 
Cass Daly was the star before 
the Harris-Faye show. Fitch ja; 


long had what is considered th¢ 
biggest free ride in radio, fo 
Benny, Charlie McCarthy and 
Fred Allen have come before and 


after the Fitch time period 
many years. 

About a year ago it was 
rumored that Fitch would drop 
Harris-Faye wecause of dissatis- 
faction with the show, but Mr 
Naeckel slugged that rumor cold- 
dead and pointed out then that 
the program’s Hooperating wa; 
then seventh highest. Latest Niel. 
sen Ratings show “Bandwagon’ 
above Allen and Benny in total 
audience, and above Benny in 
average audience, while Hooperat- 
ings put the show below Allen 
but well above Benny. In either 
case, it ranks better than seventh 


for 


Wednesday 10:30-11 p.m. Durante | "Ow among all shows. 


period on NBC. 
Valuable Spot 


This report, if true, may have | Rexall 
a bearing on whether Rexall is to’ stores 
its new program on the Carey, 
valuable NBC Sunday spot. BBDO | 


keep 


as Lucky Strike’s agency has near 
control of the 7-7:30 p.m. spot, 
occupied by Jack Benny for Lucky 
Strike now and for General Foods 
long previously. However, Benny 


is said to control the spot, per- WwW 


sonally. 


Thomas C. Dillon, with BBDO 


|in Los Angeles, has been named 


account representative on _ the 
Drug Company retail 
account, succeeding Len 


who was transferred to 
New York to become radio ac- 
count executive for American To- 


|bacco Company. 


'Weimet Promotes Yeandle 


Tony Yeandle, sales manager of 
eimet Film Company, New 


| York, has been appointed national 


Benny and Harris are known to| sales manager of the company. 
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WOMEN’S WEAR DAILY 


airchild 


Our Inquiry Department is utilized by so many business 
people and firms that a special staff is kept on a continu- 
ous hop, answering the daily barrage that comes over the 
phone alone. The questions range from the naive to the 
highly technical . . . but in the main they are run-of-the-mill, 
referring to the industries and retail fields so uniquely and 
completely covered by Fairchild Publications. 


In a single day we were asked 132 questions; among which 
were, ‘How do | get to Bushwick Avenue?” .. . ‘Will the 
FTC allow me to claim windproof for a garment, and under 
what stipulations?” ... ‘Can aluminum be soldered and 
how?" ...''Where did taffeta originate?”’. . . “What effect 
if any, did the atomic bomb have on the decentralization 


of industry?" 


DAILY NEWS RECORD 


and the $64 questions 


RETAILING HOME FURNISHINGS 


FAIRCHILD BUSINESS 
PAPERS — SERVING BIG 
BUSINESS WITH A FASTER 
NEWS TEMPO ... The new 
Fairchild Building triples our 
publishing plant capacity... 
equips us for a better 

job of reader service. 


Mtge; 


ets 


Let's give you a sample month — last February. Only 19 
working days and yet 1812 people wanted to know the 
answer to their particular $64 question. 1276 came from 
retailers, resident buyers, and manufacturers. 60 from 
advertising agencies. 106 from fashion services. 67 from 
publications — five of which have a combined circulation 
of over 9,000,000. 85 referred to current items in Fairchild 
Publications. The rest came from schools, students, foreign 
lands, and sundry individuals. 


This should give you some idea of the regard and respect 
our 120,000 subscribers have for Fairchild Publications . . . 
a circulation rarely exceeded in quantity and quality in the 
business paper category — for they are the fulcrum of a 
$27,000,000,000 yearly volume at retail. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Consumers Aid's 
Store Broadcasts 
Please Jewel Tea 


Clerks, Advertisers 
and Shoppers Okay 
Wired Commercials 


Cuicaco—Consumers Aid, Inc., 
is in the point-of-sale advertising 
business. Specifically, it operates 
private store broadcasting net- 
works, which means that it sends 
music and commercials over tele- 
phone wires into grocery stores. 

According to Jewel Tea Com- 
pany, which operates about 150 
food stores in the Chicago area, 
Consumers Aid has something 
good. Last July 28, Jewel began 
testing the service offered by Con- 
sumers Aid. Jewel retained J. 
Walter Thompson Company to 
check closely on consumer reac- | 
tions. The chain, after all,| 
couldn’t afford to risk annoying) 
customers—last year it did over 
$100,000,000 in business, and it) 
has probably the highest dollar 
volume per shelf footage of any 
food chain in the nation. 

The test ended a few weeks ago! 
with Jewel contracting for Con- 
sumers Aid’s services on a per-| 
manent basis for all its stores. 
And among the advertisers admit- | 
tedly happy about it are Cudahy 
Packing Company, Borden Com- 
pany, Wilson & Co., A. E. Staley 
Mfg. Company, Stokely-Van Camp 
Corporation and many others. 


Can Serve Few Chains 


The service may well merit 
Jewel’s action and the advertisers’ 
satisfaction, but it is doubtful 
whether more than a few chains 
will contract with Consumers Aid 
or other companies for such a 
service. Oliver F. Johnson, presi- 
dent of Consumers Aid, will 
shortly announce contracts with 
food chains in other cities, but he 
suspects that the number of chains 
or cities he serves will never hit 
even a dozen—or more than 1,200- 
1,500 stores in all. 

The trouble is that it’s too 
costly. Mr. Johnson this spring 
turned down, with understandable 


WORKS LIKE MAGIC™ 


But you don’t have to be a magician 
to handle it! Anyone... your steno 
or office boy... cam set card-stock 
Fototype. Work wonders right in 
your own office -- have professional 
layouts ready for photo-re produc- 
tion in a jiffy. Save up to 90 per 
cent on typesetting costs as well. 
Write for our free catalog of 125 
type styles and sizes now! 


* This entire ad set with Fototype! 
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reluctance, an eastern food chain 
doing an annual volume of $70,- 
000,000. The chain was a respec- 
table one, he told AA, but it just 
doesn’t have large stores located 
close enough together to make the 
service profitable, either for ad- 
vertisers or chain and Consumers 
Aid. 

At present there are two other 
such services operating. Store- 
casters, Inc., 
music and commercials to about 65 
First National food stores in Con- 
necticut. In Philadelphia, National 
Store Broadcasting serves 85 
American Stores Corporation 
grocery stores. 


Costs, Rates Told 


Mr. Johnson told AA that ef- | 


forts by other companies to estab- 
lish themselves in the field have 
found telephone and some other 
costs too great to handle. In one 
fairly large city in the Midwest, 
he said, one company recently got 
as far as issuing a rate card be- 


fore finding itself unable to go) 


ahead. 

Costs include installation of 
several speakers in each store and 
telephone line charges of about $8 
per mile for the first mile and $6 
per mile thereafter. In Chicago, 
expensive “bridge” instruments 
must be installed by the phone 
company to relay the Consumers 
Aid program. The chains receive 


‘nominal rental fees for handling 
New York, wires| 


the service. 

Mr. Johnson estimates that, 
based on the Chicago operation, a 
chain must have about 75 stores 


averaging $5,000 volume weekly, 
|within a 25-mile radius, in order 


to meet requirements for a prop- 
erly operated store _ broadcast 
service. 

Each advertiser pays $1.25 a 
month per store here to Consum- 
ers Aid (the rate may be lower 
elsewhere). For this his commer- 


/cials—none more than 20 seconds 
'long—are heard four or five times 


a day. This is enough to catch 
most shoppers as Jewel’s custom- 
ers spend an average of about 45 


| 
| 


‘not 


‘scarcely be heard 


minutes in the stores (half that 
time where there is no meat sec- 
tion). 

No competitive advertisers are 
accepted. (Cudahy commercials 
are for Old Dutch cleanser and 
Wilson’s are for Ideal dog food.) 
Advertisers using the store broad- 
casts in the Jewel chain have op- 
tions on Consumers Aid’s time to 
become available when it goes 
into other chains in other cities. 


Are Low-Pitched 


To the uninitiated, this might 
seem worth while, espe- 
cially since the commercials are 
so quietly pitched that they can 
over other 
Further, as Mr. 


store sounds. 


'Johnson admits, the first three or 


four seconds of each 20-second 
product announcement are often 
wasted; it takes that long for the 
housewife to realize she is being 
addressed. The commercials fol- 
low three minutes of semi-clas- 
sical or popular music, and are 
followed by about 40 seconds of 


iver 

s 
7 

¥ 


silence. 

This schedule is strictly fc}. 
lowed. For one thing, Mr. Joh»- 
son declares, store clerks wou 
become antagonistic if commer. 
cials were loud—like radio cor. 
mercials—or long. And so would 
customers. But more important. 
he sees no need for high-pitched 
announcements. He considers }jjs 
service merely supplemental {, 
other media—and a means of 
making other media more effec. 
tive. All he seeks is to bring int 
|the shopper’s consciousness — oy 
‘merely into her subconscious mind 
—the product name or slogan or 
theme heard or read previously 
| “The manner of the announce. 
|ments is more important,” he says, 
|“than their length or the number 
used. While we have had wonder- 
_ful cooperation from the agencies 
in preparing announcements, some 
)announcements have been pre- 
/pared without adequate study.” 
| He explained that it has been ver; 
difficult at times to re-educate 
agencies and announcers ty 


* 

What a market editoria! 
screening gives you for sofas 
and carpets and refrigerators 
and freezers! BH&G families 
have incomes among the high- 

est for all big magazines—and 
actual figures show that they re- 
place big purchases more often 
than their neighbors, keep 
their homes in more prompt 
and more complete repair. 

They spend more to live better. 
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prepare the softspoken type of an- 

nouncements needed for the stores. 
While advertisers using the 


service are 


how results clearly. The service 
as gone into 93 Jewel stores thus 
far. Jewel has agreed to supply 
‘onsumer Aid advertisers with 
igures on their sales in compari- 
on with (coded) sales of com- 
oetitive products, on a continuing 
This will also permit the 


pasis. 
advertiser to check his various 
promotional techniques in other 
media. 


230% Sales Gain 


Mr. Johnson said that on one 
household item which recently was 
supported by a national contest 
with large prizes, 56 Jewel stores 
without the service did a 13% 
greater volume during the contest 
period while the average for 93 


said to be highly) 
pleased with it, Mr. Johnson says | 
statistics are not yet adequate to) 


had a boost from 3,353 to 4,369 
quarts per week. 

Consumers Aid also has its rep- 
resentatives visit each store 
weekly, to make sure that the ad- 
vertised products are stocked and 
on the shelves—a condition which 
the chain agrees to meet. 


Employes’ Hour 


Mr. Johnson observes that the)! 


store managers “have never 
greatly cared about any one brand 
where they have plenty of that 
type of product on hand.” Orders 
follow consumer demand by some 
time; a product usually must be 
sold out several times before a 
store manager thinks of increasing 


a great deal—and Jewel’s ware- 
house employes have asked for 
and obtained the whole program 
| (which, incidentally, keeps the ad- 
vertised lines moving properly at 
that end). This hour itself, Mr. 
Johnson suggests, is an unprece- 
dentedly effective method for a 
‘chain to post its store personnel 
}on policy and merchandising. 


Wayne King Is Chairman 


Mr. Johnson, who is as soft- | 
|spoken as the announcements he) 
| broadcasts, was in charge of mar- | 


ket research 
planning with Fairchild Camera & 
Instrument Corporation, New 


and merchandise! Names Miller-Gould 


Wayne King, the orchestra leader, | 
became chairman of the board. 
Mr. King is head of King Enter- 
prises, which operates farm and/| 
dairy properties, engages in plas- 
tics manufacturing and _ other 
fields. King is now on tour with) 
his orchestra. 
“Wayne sought us 
Johnson emphasizes. 


out,” Mr. 
“He thinks 


/we are in the same position radio | 


was in in 1939—on the verge of a/! 
highly fruitful era.” 


American Model Form Com- 
pany, New York, manufacturer of 


| York, before the war. During the| Aurora mannequins, has named) 


_ Because BSN brings news that its read- 
_ ers convert into sales, it's the best mes- 


| policy 


his usual order. Consumers Aid| war he was director of field serv-| Miller-Gould & Co., New York, to 
handle its advertising. Trade pub- 


sees to it that its advertisers prod-| ice for the OPA, and had charge Mentions and direst mall wih tal 
ucts are available to meet demand | of setting up national rationing | | <oq 
at any time. |programs. His assistant then, Don | 
Jewel also has a variety hour of| Leach, has just been named to 
news and music and price and| head the newly opened eastern | Elects John Patt 
John Patt, vice-president 


information for the em-| office of Consumers Aid at 22 E. of | 


stores having the service had a|ployes. This comes for a half hour | 38th st., New York. coy: Rib goed i irae Pa 
230% sales gain on the item. Even| before and after shopping hours.; The company was reorganized yention and _ Visitors’ Bureau. | 
| ae | 


a staple like Borden’s milk has | The employes are said to like it | three weeks ago, at which time) Cleveland. | 


| 


a 
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his family 
is your Market 


HIS family leads a comfortable suburban kind of life. They take a car 
for granted, a comfortable home for granted. Their income is big enough 
for the things they want, and big enough so that they replace major equip- 
more often than their 


ment — such as refrigerators and washing machines 


neighbors do. 
What would you say to a market of three million hand-picked families like this ? 
Better Homes & Gardens gives them to you. 


We can do it because our editorial content of L000, service articles appeals 
exclusively to the people whose big interest is better living for a family. 


Our 100°; service screens out casual readers, screens in the families looking 
for ideas and know-how on better living in better homes. 


And analysis shows that the families we screen in are this kind of better- 
than-average prospects for all that’s new and good! 


Better find out all about the hand-picked 3,000,000-family market editorial 
screening gives you, when the BH&G representative calls soon to tell you 


about it. 


Z : | : 
a4 a 


oF 


senger for your sales-message. 


ci weer oe 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. 


8 oes 


2 i 


ot tomorrow, but now. L 


BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


Pa lll é 
You can spread the prestige of your 


products in the magazine acknowledged 
the biggest success 


eo , - weg a He 
Bf. Pe ee % 
Don't bolster your sales quota—Beet it! 


Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a healthy fight. Make it profitable. Use 
the Ist paper 
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The Hidden Ingredient 


A couple of weeks ago we re-| 


ported on the strike—now more 
than two months old—which has 
gone a considerable distance to- 
ward paralyzing Hiram Walker 
operations in the Chicago area. 
The strike is ostensibly a sales- 
men’s union strike, for higher 
wages. But there are any num- 
ber of people inside and outside 
the liquor trade who have 


ex- 


tremely strong suspicions that the 


salesmen and their working con- 


ditions have very little to do with | 


the work stoppage. 

One of those which holds this 
belief is the Chicago Daily News, 
which has recently been taking a 
rather careful look into the liquor 
situation in and around Chicago, 
and its possible connection with 
the surviving remnants of the 
gangster era. 

The News doesn’t believe the 
Hiram Walker situation has any- 
thing to do with wages and work- 
ing conditions. It says that a 
“cold war” is being waged against 
the distiller, which “apparently 
incurred the displeasure of the 
wholesalers by selling directly to 
the retailers.” 

The News, and a good many 
other people, believe there is a 
rather direct connection between 


the Hiram Walker salesmen’s | 
strike—the second in a year—and 


the fact that (a) Hiram Walker 


The Science of Persuasion 


Advertising, we have always 
believed, is the science of mass 
persuasion. 

Persuasion is not, in our under- 
standing, synonymous with argu- 
ing, name-calling or fighting. 

Yet it continues to amaze us 
how frequently protagonists of ad- 
vertising, who presumably use the 
science of persuasion every day, 
forget all about its benefits when 
they run up against people who 
have thus far not been persuaded 
that advertising itself is a social 
or economic good. 

Do  advertising’s protagonists 
forthwith pull out the super-per- 
suasive kit and go to work on the 


heathen? Once in a while they 
do. But usually they forget all 
about persuasion and bring up 
the heaviest artillery they can 


muster — not to persuade, but to 
damn the skeptic. 


is the only distiller not distribu-| 


ting through wholesalers in this 
area, and (b) a state law pro- 
hibits any distiller who was not 
already distributing direct in 1947 
to do so now. 

The point is, that either by law | 
or by pressure, or by both, the 
right to make a choice of distribu- 
tion channels has effectively dis- 
appeared in the liquor business in | 
Illinois, which we think is a bad | 


thing. 

Hiram Walker could knuckle 
‘under to the demands of the 
wholesalers and “solve” its pres- 


ent problem. But all of us know 
that appeasement never works, in 
the domestic racketing field, the 
foreign arena, or anywhere else. 
Most certainly appeasement of ill- 
egal or even quasi-legal actions in 
the liquor industry won’t stand a 
chance of succeeding. 

Some businesses can stand she- 
nanigans of this type better than 
others, but none can stand them 
less well than the liquor industry, 
which is already under serious 
and continuous attack. If the 
boys don’t quit being too eager 
about how they split the  pie,| 
they’re not going to have any pie 
to split before long. 

But maybe there certain 
characters, once commonly known 
as bootleggers, who wouldn’t mind 
that too much. 


are 


| will rush down 


Klectrical Merchandising 
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Hat Talk 

We have been mulling over a 
release from Apparel Arts, re- 
porting that the April issue of the 
magazine would carry the views 
of various persons on hatlessness. 

For instance, Joe McCarthy, 
manager of the Red Sox, says “any | 
man whose living depends on his 
ability to sock a baseball is crazy 


'to go around without some sort 


of head covering that will pro- 
tect his eyes from continual strain 
in the sun,” and a psychoanalyst 
says hatlessness is not so much 
a fad as the rejection of an 
adult male role in society, and 
Maggie McNellis, ABC commen- 
tator, says that a “man with a 
hat looks more masculine, more 
like the kind of man I want to 
know.” 

And this brings us to an inter- 
esting point. Are men getting as 
silly about hats as women? 

For a long time we have nursed 
a sense of innate superiority to 
women because we never bought 
a hat because it gave us a dashing 
feeling, or because it gave our 
morale a boost. 

It now appears that we should 
be buying hats, lest someone think 
we are rejecting our adult male 
role in society (this would shock 
our progeny, accustomed to hav- 
ing Daddy tote home that short- 
*nin’ bread, hat or no hat). Mmmm, 
and maybe the hapless Phillies | 
and buy som-| 


| breros, the better to shade their 


This procedure serves a useful 
purpose in releasing some of the 
pent-up fury in the human body, 
no doubt, but it doesn’t make any 
converts to advertising, and it 
adds confusion, not enlightenment, 
to the problem. 

As long as, thank the Lord, our 
general ability to make others act 
or think the way we believe they 
ought to act or think is limited to 
our powers of persuasion, we'd 
better use those powers as well as 
we are able. 

If we’re as good admen as most 


of us think we are, we ought to 
be able to use the science of per-| 
suasion to convince most, if not 
all, of the doubting Thomases that 
our case is sound and just. But 
there is good reason to doubt that 
we shall ever convince anyone of 
anything by shouting at him, or 
calling him names. 


| hitting eyes with. With the kind 


of batting averages they have, 
they can’t afford to take chances. | 
What'll It Be? 

It was Max Beerbohm, we 
seem to remember, who once 
espoused, in a remarkable Pasrnet 
called “Hosts and Guests,” 
thesis that men are naturally di- 
vided into two groups—those who 
like to entertain and those who 
like to be entertained. 

Nothing is more disconcerting, 
Mr. Beerbohm wrote, than for a| 
host to find himself entertaining | 
another host, a man who tries to| 
outdo him in cordiality, instead of | 
sitting back and being a good | 
guest, as he properly ought. 

We have recently survived a| 
round of conventions, including | 


' the sideshows—or cocktail parties 


—which festoon the events under 
the Big Top. It was wearing, but 


Mr. Beerbohm is quite right. 
There are lots of men who can 
not resist the host’s duty of 


greeting arriving guests, disposing 
of their coats, fetching them a 


UY LYG 
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drink, engaging them in pointless 
small talk, and otherwise making 
themselves amiable — despite the 
fact that they themselves are 
guests at the party. 

Sometimes these ministrations 
are gratefully received, particu- 
larly in those instances where the 
host is a natural guest. 

But advertising men, particu- 
larly those whose business is the 
sale of advertising, either in space, 
time or campaign fcrm, are the 
hardest-working hosts in the busi- 
ness. Their opportunity to learn to 
be guests has been severely lim- 
ited. They are graduates of the 
grab - the - check - won’t - you-have- 
one-more school and, face to face 
with other alumni of the same in- 
stitution, the issue becomes a des- 
perate battle to see which man 
will perform his accustomed role 
and which will relax into the guest 
spot. 


And even after the sweating and | 


straining is over, and the right to 
pay the check or tender the drinks 


finally settled, there remains the' 


ordeal of an audience grimly crit- 
ical. For under these circum- 
stances each of one’s guests may 
very likely be a practiced host, 
and the winning host operates un- 
der rigid surveillance. 


It’s probably wise to have a 
couple of space buyers around, 
who—as almost _ professional | 


guests—ought to be able to give 
the rest of the boys a few pointers. 


Jottings 

The Long Island Rail Road now 
has college girls handing out a 
publication called “All Aboard” 
to its happy commuters. . 

Federation Employment Serv- 
ice, an affiliate of the Federation 
of Jewish Philanthropies, New 


the| York, has started a drive to se-| 
cure employment for older work- 


ers, 45 and over, using the slogan, 
“Experience, Loyalty, Skill— 
Come with Age!” ... 

On April 7 the Atlanta Consti- 
tution printed on Page 1 the first 
full-color news’ picture’ ever 
printed in the news columns of 
a daily in the Southeast, a six- 
column shot of Atlanta’s Hurt 
Park, with flowers in bloom. 

Vanguard Press is now running 
a unique advertisement which fea- 
tures a letter from Richard L. 
Neuberger, a state representative 


‘in Oregon, who says of “Henry 
| Wallace—the Man and the Myth,” 


that he’d like four more copies 
because “I have some devoted 
friends who are taken in by 
am . 


| secured without charge from com. 
panies sponsoring them or throug} 
| ADVERTISING AGE, by any nationa! 
| advertiser or advertising agency 
executive writing on his business 
|letterhead. Address ADVERTISIN¢ 
| Ace, 100 E. Ohio St., Chicago || 


| 
|No. 3058. How to Sell the Spe- 
cialized Oil Markets. 


Gulf Publishing Company, 
(World Oil and Petroleum Re.- 
finer) points out in this booklet 
that the petroleum industry 
three in one—producing, refining 
and marketing—and sets forth the 
advantages, to manufacturers of 
oil equipment and _ supplies, of 
using. specialized publications 
edited for these industry divisions 


No. 3059. How America’s Out- 
doorsmen Will Spend Their 


1948 Vacations. 


First of a series of monthly 
market studies, this report, issued 
by Outdoorsman, tabulates the 
when, where, and mode of trave! 
figuring in 1948 vacation plans of 
the publication’s readers. 


|No. 3060. 355 Engineers Report 
on The Sewerage Manual. 


| The Sewerage Manual, pub- 
lished by Public Works, has is- 
poor: this booklet, which sum- 
|marizes answers to a question- 
|naire that was enclosed with copies 
of the 1947-48 Manual. It show: 
|how many catalogs the Manual’s 
|users receive by mail, how many 
‘are kept for future reference, and 
|what type of products they speci- 
|fied after looking them up in the 


|Manual. 


|No. 3061. Buffalo Buying Power 

The Buffalo Courier - Express 
has issued this 20-page booklet 
which shows, with colored graphs 
and maps, the different levels of 
buying power prevailing in _ the 
various sections of the city, and 
illustrates the extent of influenc 
of such buying power differentials 
on actual sales results. 


No. 3038. Your Best Customers in 
Canada. 

Time Canadian reports on its 
/circulation and readership in this 
booklet. Details are given for 
readers’ family size, occupations, 
‘education, ownership of homes, 
autos, radios and appliances, and 
the study indicates the influence 
of Time’s Canadian subscribers on 
industrial purchases. 


'No. 2966. Test Town U. S. A 

_ Current market data for South 
| Bend, Ind., is offered in this new 
‘booklet, issued by the South Bend 
Tribune, along with a discussion 


‘of South Bend as a test markel§ 


‘and an outline of what the paper 
‘offers. 


|No. 3036. Parents’ Magazine’s 
nual Report to Advertisers 
In this brochure, Parents’ Mcga- 
zine summarizes its adverti-!né 
revenues, 1928-1947, and its ©! 
culation from the first issue (Vc- 
tober, 1926) to January, 1948. The 
report lists Parents’ adverti-°rs, 
showing products advertised, ‘ ‘4! 
years’ use of the magazine (n° 
total advertisements through !''+! 


\n- 


, No. 3027. The Bureau of the (en- 


sus Reports on San Anto'' 
70a. 


The San Antonio Light ha* '- 
sued this folder dealing with |”! 
| ulation characteristics, hou’ "5 
employment, retail sales and 0 "¢ 


a] 


market data for San Antonio. -\'*' 
‘included is a circulation break 
|down and a comparison of ac 
'tising linage. 
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DON'T BUCK THE TIDE 


OUT-OF-DATE “FIGURES!” 


You need today’s facts 


and figures on Philadelphia~ 
America’s 3rd Market! 


ug 
4 


Easier sailing to bigger sales, 


when you use today’s statistics! 
Latest data shows THE INQUIRER 


out front in Philadelphia... in 


advertising linage—and productivity! 


". W. LORD, Empire State Building, N. Y. C. 
Longacre 5-5232 


Women’s Specialty Shops Made 
The Inquirer First Choice in 1947 


INQUIRER 2nd PAPER 
2,850,703 LINES 2,118,498 LINES 
DAILY AND SUNDAY DAILY AND SUNDAY 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnquirer 


Exclusive Advertising Representatives 


ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Andover 6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-79.46 
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A GREAT PROGRAM 


fend Ce Gladi yt alerided’ 


ay ct the HOTEL BILTMORE, W.¥.C, 11 A.M. to 6 P.M., Wednesday, May 12th 
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THE FOLLOWING 
MOUNTERS AND FINISHERS OF 

POINT OF PURCHASE ADVERTISING 
URGE YOU T0 


Make it a date 
for May 12th 


Arvey Corporation 

300 Communipaw Avenue 
Jersey City 4, N. J. 

3462 North Kimball Avenue 
Chicago 18, Ill. 


Badger Cutouts, Inc. 
52-65 74th Street 
Maspeth, L. I., N. Y. 


Consolidated M & F Co. 
516 West 34th Street 
New York 1, N. Y. 


SEND THIS 


COUPON 
FOR YOUR TICKETS 


Symposium tickets, including delicious 
full course luncheon — $5.00 


Exhibition tickets FREE 
Display rooms open 11 A.M.-6 P.M. 


Display Finishing Company 
21-16—44th Road 
Long Island City, N. Y. 


Mandell Mfg. Co. 
352 West Ohio Street 
Chicago 10, Ill. 


Mounting & Finishing Co. 
86—34th Street 
Brooklyn 32, N. Y. 


National Card Mtg. Co. 
76 Ninth Avenue 
New York 11, N. Y. 


Pioneer Mtg. & Fin. Co. 
233 Spring Street 
New York 13, N. Y. 


Rapid Mounting & Fin. Co. 
310 West Polk Street 
Chicago 7, Ill. 


Royal Mounters, Inc. 
505 St. Marks Avenue 
Brooklyn 16, N. Y. 


United Mounting & Die Cutting Co. 
429 East 75th Street 
New York 21, N. Y. 


POINT OF PURCHASE ADVERTISING INSTITUTE, Inc. 

1% East 43rd Street, New York, N. Y. 

GENTLEMEN: Please send the following tickets, for which my check 
is enclosed. 


Ee asees Symposium tickets, including luncheon at $5.00 each. 
a ere FREE exhibition tickets for display rooms. 
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KCRG. KCRK to Pearson Armour Introduces "is. company claims that the’ 


John E. Pearson Company has 
been appointed national sales rep- 
resentative of Stations KCRG and 
KCRK, Cedar Rapids, Ia. 


Gets China Account 


Edwin M. Knowles China Com- 
pany, Newell, W. Va., has placed 
its advertising with H. M. Klingen- | 
smith Company, Canton, O. 


Folders, Envelopes, 
Holders, Covers, Cases 
Ask Your Stationer for our Catalog 


JOSHUA MEIER CO., Inc. 


PD. Box 242 Cooper Station, New York 3, N.Y 


package is easier to display be-| 
cause of a cardboard tray that | 


New Transparent 
Wiener Package _pritects it azainst ‘customer han-| 


Cuicaco— A new transparent dling and inspection. ; 
package containing 10 frankfurt- Foote, Cone & Belding is the 
ers is being introduced by Armour | #8ency. 

& Co. in a national advertising EE 
campaign. Roush Appoints Jones 

Full-color, full-page ads are ap-| Richard H. Jones, formerly with | 
pearing in American Home, Better| Station WKYW, has been ap-| 
Homes & Gardens, Life and The| pointed an account executive of 
Saturday Evening Post. Colored|L. W. Roush Company, Louisville. | 
posters, price tags and window) —— 


pieces are provided to merchants | A ome Appoints Furman | 


as point-of-sale aids for the one-| 
P Acme Lantern Company, Brook- | 
yn, has appointed the Furman 


pound cellaphane package, which | 


is pre-weighed and labeled, with | Company, New York, to handle its | 
a prominent spot for the selling | advertising. 
| 


at 


Advertisers and Agencies: Write Us for Information and Tickets 


THE PLACE TO POINT UP YOUR PRODUCT 
IS AT THE POINT OF PURCHASE 


POINT OF PURCHASE ADVERTISING SYMPOSIUM & 
at the HOTEL BILTMORE, W. ¥.C, 11 A.M. to 6 P.M., Wednesday, May 12th 


CUSTOMERS REGISTER SURPRISE—Consolidated Edison Co. of New York 

ives its customers a look at a typical bill in this display. The effect of a 

elbeicen is obtained by lighting, and what the customers discover is the 

“hidden” fact that 20.6 cents out of each dollar paid by them for gas and 
electric service goes into federal, state and city taxes. 


| Principles of the institute, and 


Revere Forms | design and construction features 

: f the hous ill also be - 
House Institute Sune in pe aeitltcieedy the build. 
to Foster Quality 


ing areas— New York, Houston, 
Seattle, San Francisco, Cleveland, 
New York—The Revere Copper | South Bend and Sarasota, Fla. 
& Brass Company, using spreads| St. Georges & Keyes here is the 
‘in Architectural Forum and The | agency. 
Saturday Evening Post, has an-| 


nounced its new Revere Quality Erwin, Wasey Names 


House Institute, formed to explore F 
the possibility of building one-| 1 @dffe Art Director 


family houses of highest quality| C. R. Taaffe has been named art 
materials at prices geared to the|director of Erwin, Wasey & Co, 
mass market. | Chicago, succeeding O. M. Bryn, 


The company believes that the) — ane ye 
chief reason why the construction | agency’s __retire- 
industry does not build more| ment income 
quality homes at only slightly plan. Mr. Taaffe 
higher prices is that the public is| joined the agency 
not sufficiently informed to de-|in 1946 after 
mand them and would be willing | Serving with the 
‘to pay a little more. Through the -_ — Force. 
institute, the company will test | “ark Bs 
how much in good design, con-| wasey & Co. for 
struction and materials can be 22 years and was 
built into one - family dwellings | made art direc- 

| 


.R. Taaff 
costing little more than the min-| tor in 1940. ©. & Term 


imum price. 


The institute, formed with the WTOP Promotes McGredy 


cooperation of Architectural) 

Forum, has commissioned archi-|. mon oral M. ae has — 
tects and builders to erect eight /|Wrop CBS. poe ‘Wachington 
houses in as many areas, each! gtation’ He has been a ‘member 
house of different design adapted|of the station’s sales staff since 
to its own area. | April, 1946. 


WHERE CUSTOMERS DIG IN TO BUY! 


Cleveland — birthplace of the Point of Purchase Advertising Institute, Inc., 
is one of America’s most economical shipping centers. Investigate this 
important fact when you order displays. Our uniform quality and depend- 


able service meet the most exacting demands of leading lithographers. 


A COMPLETE SERVICE FOR LITHOGRAPHERS AND PRINTERS 


MOUNTING DIE-CUTTING SOLID-STRIP 
VARNISHING EASELING and 
LACQUERING TIN EDGING SPOT-GUMMING 


Collins Miller & 
> Hutchings 


INCORPORATED 
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Since 


LITHOGRAPH CO. 
OILON- 


Be sure te attend luncheon and symposium of the 
FOINT OF PURCHASE ADVERTISING INSTITUTE 
being held at the Hotel. Biltmore, New York City, 
from 11 A.M. to 6 P.M, Wednesday, May 12, 1943 
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‘Year after year, Lederle Vitamin displays mirror the joy of 


long initial showing in store windows and inspire 
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Be sure to attend luncheon and symposium of the 
POINT OF PURCHASE ADVERTISING INSTITUTE 
being held at the Hotel Biltmore, New York City, 
from 11 A.M. to 6 P.M., Wednesday, May 12, 1948 
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Standard Reports | 
New Oils, Grease — 
for Autos, Roads 


Cutcaco—The Standard Oil 
Company (Indiana) reveals in its 
annual report for 1947 the devel- 
opment of several new products, 
including a new oil for automatic 
transmissions and an all-purpose 
a automobile grease that can take 
4 the place of three present greases. 

Other new products listed are a 
road oil that permits road building 
in wet weather and an oil-soluble 
fungicide that can be blended 
with insecticides to protect fruit 
trees from insects and fungi. 


a) CAS 


r Products introduced commer- 
cially last year included new and 
improved compounds for rust- 


protection, heavy-duty gear lubri- 
cants and a new line of greases 
that withstand moisture and high 
temperature. 

Demand in 1947, the company 
es said in the report, was the great- 
: est in the oil industry’s experience, 
“surpassing even the war years’ 


requirements for military and 
civilian use combined. United 
States demand last year was) 


larger than world demand only a/} 
decade ago.” 


Tells ‘Why’ of Ads 


The company claimed that it 
was first to announce an alloca- | 
tion plan for gasoline as demand | 

4 exceeded supply, and points out) 

el that it took the lead in asking the | 

public, through newspaper and) 
radio advertisements, to conserve. | 

Construction of new service sta- 
tions, the company said, remained 
in abeyance, but expansion of dis- 
trinution facilities proceeded “with 
advantages in efficiency and econ- 

“3 omy.” 

‘ In 1947, 3,000 service station 
dealers and employes and 1,600 
sales representatives took the in- 

; tensive short course offered in 80 

is dealer merchandising clinics. The 

a company further attempted to im-| 

. prove selling efforts by use of 
conferences, refresher courses and 

by on-the-job training. 
ie A campaign of institutional ad-| 
vertising, begun last year and 
handled by Batten, Barton, Dur- 
stine & Osborn, Chicago, is in- 
tended to “raise the level of pub-| 
lic understanding of the company’s | 
acts and policies” and of the in- | 
dustry and “its progressive na- 
ture,” the report said. It also is| 
attempting “to acquaint the pub-| 
lic with the titanic efforts that are | 
being made to meet the unprec-| 
edented demand for products.” 


ee: 


Open Drives to Plug 
[wo New Contests 


International Peace Arch As-)| 
sociation, an organization of Ca-| 
nadian and U. S. citizens which | 
has erected and maintained a| 
peace arch on the border north of 
Bellingham, Wash., will break a 
lund-raising puzzle contest with a 
full-color page in the June 13) 
Puck, the Comic Weekly, to be| 
followed by a spread in Parade | 
and copy in other publications. | 
Total budget is $75,000, through 
Strang & Prosser, Seattle. 
Advertising for a similar puzzle | 
contest designed to raise a min-| 
‘mum of $1,000,000 for the Civil | 
Air Patrol, auxiliary of the Air) 
orce, will break in Sunday 
Nagazine sections of about 75 
Newspapers July 4, with a budget | 
stinated at $150,000. Prizes for 
oe two contests, conducted by 
70rdon F. Gemeroy, Seattle, will 
_ $23,000 and $50,000, respec- 
ively 


Joins United Advertising 

Thomas C. Waldron, former 
“sn Coast representative for the 
“noesota Mining & Mfg. Com- 
van. St. Paul, has been appointed 
“neal sales manager of United | 
dv ctising Corporation, Newark, 
wd its affiliated companies. In 
‘46, Mr. Waldron was head of, 
‘ sgeney bearing his name in) 
anta Rosa, Cal. 
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Drops Jordan Baking 


Condon Company, Tacoma, 
Wash., has resigned the account 
of Jordan Baking Company, 
wholesale baker distributing in Ta- 
Seattle, and eight other 
western Washington cities. 


Names Terwilliger 


Charles O. Terwilliger Jr., for 
the past seven years promotion 
manager of the Macfadden Wo- 
men’s Group, New York, has been 
appointed eastern advertising man- 
ager of the group. 


Blimp Ads Promote WJZ 


ABC, which is now using blimp 
messages to publicize its shows in 
New York, New Jersey and Con- 
necticut, will erect four illumi- 
nated signs in Times Square in 
New York to plug the programs 


lof WJZ. Similar signs are planned 
for Los Angeles and Hollywood. 


i 


Hayhurst Names Amos 


Robert D. Amos, formerly pro- 
duction manager of Station CKOC, 
Hamilton, Ont., has been appoint- 
ed assistant to the radio director 
of F. H. Hayhurst Company, To- 
| ronto. 


White Promotes Sattler 


Lee Sattler has been promoted | 
from assistant production man-| 
ager to production manager of. 
White Advertising Company,| 
Cleveland. 


Two Join G. M. Basford 


Rowland Vance and Richard | 
Hager have joined the copy staff | 
|of G. M. Basford Company, New 
‘York and Cleveland agency. 


Superior Uisplays, Inc. 
1112 Boylston Street 
Boston 15, Mass. 


Professional Installation Service 


Complete New England Coverage 
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A PALMER FEATURE—The famous Palmer “Golden 
Spiderweb” is used on this main center piece. The oval 
gold foil pushes forward to attract the light from all 
angles. The whole oval card lifts away from the main piece 
for later use as a permanent hanger inside the store. 
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A PALMER FEATURE —This Westinghouse Radio 2-plane 
display was decorated with sparkling imitation snow. It 
features several products and ties up directly with their 
national magazine advertising. 


A PALMER FEATURE —This is a 2-side Palmer Post-and- 
‘ Panel display featuring a second Seagram product on the 

reverse side. Modern stores with open back windows and 

display tables welcome the elimination of unsightly unfin- 
ished backs of displays. See it at our exhibit booth. 


— S# Seagram's and tg SURE 


Visit our P. 0. P. A. 1. booth #16... we'll be glad to see you! 


Advertisers i Agencies: Write Us for Information and Tickets 


CAPTURE GARDEN COLORS 


- FOR YOUR HOME 
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A PALMER FEATURE —This permanent style display for 
Benjamin Moore and Company was deep-embossed to 
show the oil painting brush strokes, and is framed with a 
substantial wood frame. For window or interior, it will 
stand up for several years. 
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Leading lithographic creators for 28 years, Palmer 


has the know-how to pack your displays with sales power! 


A PALMER FEATURE —This Seagram 
7 Crown Display, with its extended 
solid-style signpost, is a unique con- 
struction. The large “7” hangs by 
actual metal chains. Palmer's continu- 
ous ideas for Seagram's set a high 
mark in originality. 


F or you: What we are doing for 


advertisers and agencies, we can do for 
two or three additional large national 
accounts — provided they do not com- 
pete with our present list of regular 
clients. We can work direct with you or 
with your advertising agency. Some of 
our strongest point-of-purchase cam- 
paigns have been doubly successful be- 
cause of complete cooperation of the 
client, the agency and ourselves, as 
lithographers. We submit preliminary 
ideas without obligation after we have 
thoroughly discussed the merchandis- 
ing problems involved. And so we invite 
advertising executives, either manufac- 
turers or advertising agents, to contact 
us. We create complete display cam- 


paigns that sell merchandise. 


SPECIAL OFFER: 
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You can buy 10,000 exceptionally fine Window Display Sets for approximately $2.50 each. 
We do it all—original ideas, finest art work, best 8-10 color lithography, top quality mount- 
ing. (Smaller quantities naturally at a higher unit rate.) No finer lithographic displays are 
made. We take the mystery out of lithography and make it easy to buy. 


SEND COUPON FOR SPECIAL OFFER 


Palmer Associates AA 5.3.48 
51 East 42nd Street 
New York 17, N.Y. 


We are interested in your special offer and your kind of service. 
Please submit full particulars. 
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. here : : es assistant to Paul Raibourn, Para-| 
New York — An institutional|operator. Mr. Byrne confessed) jount vice-president of televi-| 


campaign promoting the services| that home permanents have af- sion, for five years. 
ity, $8. SPECIAL FRISKET CEMENT of beauty shops is now in the | fected smaller beauty shops but wee 


%, $5.00 per gal. $1.50 per qt. nlanning stages, according to Don-| ‘that the better shop and depart- | Becomes a Tabloid 


ald Byrne, assistant secretary of}Ment store salon has not been 
Artex Artist Rubber Cement the Beauty and Barber Shop Sup- ‘greatly affected. The Sun, Rochester, N. Y., on 
$3.50 per gal. $1.25 per qt. May 6 will be converted from a 


ply Institute. eee 
PHONE CENTRAL 3373 An estimated fund of between Promotes Shupert shopping newspaper to a paid cir- 

THE pe ulation, tabloid- r. 
PY tits) 9.5. RUBBER CEMENT CO. oe oid-size newspape 


314 NW MICHIGAN AVE. CHICAGO) ILL 


Shutran-Mahlin-Green, Detroit. 


pected to be raised for this adver- pointed director of commercial Thursdays, at five cents a copy. 


20 
; ; . ,tising through the newly formed) operations for the television di-| 
© ar sare ee entgonen Beauty Shop Unit | Beauty Shop Industry Group. vision of Paramount Pictures, | 
: : Ss n ap- o | The campaign theme will be the New York. With the company for 
pointed production manager of Plans Ad Drive skill and natn Re of the beauty "ine years, he has been executive 


$1,000,000 and $2,000,000 is ex-| George T. Shupert has been ap- It will be issued once a week, on | 


ON THE STORE DOOR 
(Message on both sides) 


You get more advertising up at the point-of-sale with 
Mystik “Self-Stik” Signs—because Mystik is easy to 
Fs put up. Since 1931 nearly 10 billion Myst1k signs and 
specialties have been used to create sales of many types 
of products. Mystik is the famous patented printing material 
with the self-stik adhesive back. To display a Mystik 
sign, just peel off the protective backing and press it on. 
Easy to remove, too. Let us show you how MystIk will 
work fox you. Phone or write now. 


"Trade Mark Registered 
Mystik Print Patented 


a a FOUR ROSES 


ON TRUCKS 


ON YOUR PRODUCT 


ta | : a0 mere p 
FREE: Write for 20-page brochure of Mystik ideas and other ne my 


suggestions for point-of-sale advertising that sells. In P veil Advertising 


2639 N. KILDARE « CHICAGO 39 « SPAULDING 1600 « In New York: 1775 Broadway — Offices in all other Principal Cities 


48 Weatinalouse 
Appliance Drive 


Opens This Week 


| PrrrspsurcH—One hundred an 
| sixty-one insertions in 21 maga- 
|zines comprise Westinghouse Elec 
tric Corporation’s largest appli- 
_ance campaign in history, opening 
| with a spread in the May 7 Life 

The drive, which also will be 
/pushed on the five-a-week Ted 
Malone show (ABC, 11:45 a.m. 
EST) and through dealer materia), 
will feature the entire Westing- 
house line. Water heaters, refrig- 
erators, home freezers, ranges, 
washing machines, dryers, radios, 
‘roaster ovens, table grills, com- 
forters, coffee. makers, cleaners, 
hand vacuums, tank cleaners, fans, 
mixers, irons, disposal units and 
toasters—all -will get a play. 

Publications on the list are: 
Better Homes & Gardens, Cap- 
per’s Farmer, Collier’s, Country 
Gentleman, Electricity on _ the 
Farm, Farm Journal, Good House- 
keeping, Holland’s, Household, 
Ladies’ Home Journal, Life, Look, 
McCall’s, Newsweek, Progressive 
Farmer, The Saturday Evening 
Post, Small Homes Guide, Suc- 
cessful Farming, Sunset, Time. 
and Woman’s Home Companion. 

Fuller & Smith & Ross, Cleve- 
land, directs the account. 


STICKLE SAYS VIDEO 
NO THREAT TO RADIO 


| Rocuester, N. Y.— Television 
‘will never make radio obsolete, in 
| the opinion of J. H. Stickle, ad- 
'vertising and sales promotion 
manager of the Westinghouse 
| home radio division, Sunbury, Pa. 
Speaking before the Sales Ex- 
ecutives Club here, Mr. Stickle 
said: “The radio dealer is sitting 
| in the corner with the shakes 
| when he should be up celebrating 
the birth of a son. Instead, he 
thinks he sees a great, colorful in- 
|dustry being knocked out of the 
|ring by a powerful newcomer.” 
| “Radio has a definite, deep- 
_ rooted place,” he continued. 
“Neither television, moving pic- 
tures, nor anything else can dis- 
|turb it.” Radio, video and phono- 
graph records have three separate 
functions, he asserted, and “the 
‘only thing the three have in com- 
mon is that the same distributors 
‘and dealers sell all equipment.” 


Appoints Robbins 

| J. Stanton Robbins, formerly 
, Vice-president and European gen- 
‘eral manager of American Over- 
|seas Airlines, with headquarters 
in London, has been appointed 
general manager of the Puerto 
Rican Tourist Development Board, 
'San Juan, Puerto Rico. 


Three Appoint CH&éH 


Casler, Hempstead & Hanford, 
| Chicago, has been named to direct 
| the advertising of Perfex Corpo- 
ration, Milwaukee, manufacturer 
of automatic heating controls and 
industrial radiators; Vogue Rub- 
/ber Company, Chicago, manufac- 
‘turer of white wall tires, and 
|Shure Brothers, Chicago, maker 
|of microphones and phonograph 
| pick-ups. 


‘Martin Opens PR Firm 

| David R. Martin, formerly «!- 
rector of advertising of Scienc 
| Research Associates, Chicago pu 2- 
lisher, has opened his own pub! 
‘relations firm at 1711 Cheste 
Ave., Bakersfield, Cal. 


‘Leighton Opens Office 
| John A. Leighton, formerly with 


The American Weekly, has opene4 

offices in the Graybar buildin2. 
New York, as an advertising sa @s 
consultant. 


o 


— Oo 


Jacobs Agency Moves 


| Joseph Jacobs Advertising 
| Merchandising, New York, for® 
erly located at 6 E. 46th St., 25 
i'moved to 1 E. 42nd St. 
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Do you stack ? 


BEER AS BEER SHOULD TAS rE J 


ATKA DRENTRA DEK 
Wager Pyrer | Sager [sre 


BEER AS BEER SHOULD TASTE! Ah ‘cD VR 
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cingo theingol ee 


Lina OR Nie 


Recently, a Mr. S. wanted to see us. “I have a swell 
invention which will make a lot of money for you,” he said. 

**That’s fine,” we said. 

“I got a grocery in Flatbush.” said Mr. S., “‘on a very 
busy street. Trucks, trucks, trucks—they go by all the time. 
The street shakes, The store shakes. From shaking, the 
stacks of bottled beer fall down. To prevent such, I invent 
this invention.” 

We thought the invention was pretty wonderful . . . filled 
a long-felt want of big companies and small storekeepers 
all over the country who would be grateful to Mr. S! And 
to us if we made it available, So we offered to manufacture 
it, and pay Mr. S. a royalty on sales. 

“Hm’m. No cash down?” asked Mr. S. We gave him 
an advance check. 

“How about a full-time job, idea man?” We told him 
the place was lou—full of idea men, full time. 


“Okay” said Mr. S. thoughtfully. “But someday I got 

to invent a way of getting out of that grocery.” 

The invention is so simple, and so practical that only 
a man with falling beer bottle problems could think of it! 
Three layers of board; the top layer punched 
to fit the base of the bottle; bottom layer 
punched to fit the top of the bottle; the 
middle layer not punched at all. 

With the Flatbush Stacker (we invented the ™ 
name) every stack of beer bottles becomes 
a virtual Gibraltar, comparatively speaking! 


Bottles, beer and proprietors remain 
unperturbed through normal truck, train, 
and traffic tremors, or even upstairs over a bowling alley! 

The stacker is custom-made to fit bottles, jars and cans 
of all sizes—will help good products get better positions in 
supermarkets, and stay in position, will please proprietors, 
store managers, salespeople and customers. 

Brand names and slogans, on the edges, make every 
stack an advertising display as well as a product display. 

Terms very reasonable—and the Flatbush Stacker is 
exclusive with Einson-Freeman! 


Kinson-Freeman Co. rnc. 


Consistently constructive lithographers. .. 
STARR & BORDEN AVES. «- LONG ISLAND cise, mm Wi 
with offices in Chicago «+ Cleveland « Cincinnati « St. Louis 
Minneapolis + Atlanta « Dallas « Los Angeles e San Francisco 


Bf 40 POINT OF PURCHASE ADVERTISING SYMPOSIUM 


re 
v ner? at the HOTEL BILTMORE, W.¥.C, 11 4.M. to 6 P.M., Wednesday, May 12th 


Advertisers and Agencies Write Us for infermotion and Tickets 
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New York Video 
Stations Plan 
Pre-Game ‘Series’ 


New York—WABD, WCBS-TV_ 


and WNBT have signed sponsors 
for telecasts preceding baseball 
games this season. 
“Roblee Fan Fare,” 
interview program on WABD, has 
been bought by the Brown Shoe 
Company, through the Leo Bur- 


;nett Company. Originating from) 


Yankee Stadium, the show will go 
on the air immediately before the 
home games of last year’s diamond | 
champions. 

The F. & M. Schaeffer Brewing 
Company will air a five-minute 
film series on past sports per-. 
sonalities preceding the Brooklyn | 


|Dodger home games on WCBS-. 
a 15-minute | 


TV. Dennis James will handle the 
live commentary for the show. 
Batten, Barton, Durstine & Os-| 
born is the agency. On Wednes-| 


day, because of a conflict with;been appointed to the Chicago 
John Reed King’s “Missus Goes staff of the sales and contact de- 
A-Shopping,” the program will) partment of the Jam Handy Or- 
be scheduled after the game. ganization, Detroit, maker of ed- 


The Borden Company, through | UC@tional films. 


Kenyon & Eckhardt, will pay the 
bill for a five-minute warm-up. Railroads Name Name Ashley 
Frederick J. Ashley, 


show, featuring Al Schacht, on) 
WNBT before the Giant games. | Public relations counsel, 


° cago Railroad Fair, to be sponsored | 
Joins Jam Handy |this summer on Chicago's 
tions supervisor of the Illinois Bell | 


Telephone Company, Chicago, has of railroading. 


IZED SERVICE 
SIGNING 
LITHOGRA 


BE. 


IN PLANNING, 
AND PRODUCTION OF 
PHED DISPLAY MATERIAL 
THAT THE SKILL 


XPERIENCE | 


TIO! 


at the HOTEL BILTMORE, W. Y.C, 11 A.M. to 6 P.M., Wednesday, May 12th 


Advertisers and Agencies: 


Write Us for Information and Tickets 


lake 
Frank B. Woodruff, communica- | front by the nation’s leading rail- | 
roads to celebrate the first century | vide initial coverage of El Paso 


Chicago | 
will di- 
/rect public relations for the Chi-| 


dvertising Age, May 3, 


Lone Star Chain 
Adds 9 Stations 


| Fort WortHp— The Lone Sta 
| Chain, a seven-station Texas net- 
| work formed in 1938, was enlarge 


to include 15 stations April 15, 
according to Harold Hough o! 
| WBAP here, president of the 
chain. 


New network members will pro- 


and the West Texas oil fields and 
|additional services to the Gulf 
Coast, Rio Grande Valley and 
_East Texas. 

| All 16 stations, which range 
from 50,000 to 250 watt, will be 
offered in five groups, one or more 
|of which will be available to ad- 
| vertisers as a package, with bill- 
‘ings handled through a central! 
| office. 

| Headquarters of the chain will 
| be at the Taylor-Howe-Snowden 
offices in the Tower Petroleum 
| building, Dallas, with Clyde Mel- 
| ville as managing director. Na- 
‘tionally, T-H-S or Free & Peters 
‘represents the individual mem- 
|bers, and both organizations wil! 
| service accounts of the chain. 

The stations, as included in the 
five groups, are: 

Central Texas: WBAP, Fort 
Worth-Dallas; KXYZ, Houston: 
KTSA, San Antonio; KTBC, Aus- 
tin. 

North Texas: KGNC, Amarillo: 
KFDX, Wichita Falls; KFYO. 
Lubbock. 

West Texas: KROD, El Paso: 
KOSA, Odessa; KWKC, Abilene: 
KXTL, San Angelo. 

Gulf Coast: KDFM, Beaumont: 
| Ray, Weslaco; KEYS, Corpus 
Christi. 
East Texas: 
KTBB, Tyler. 


KTRE, Lufkin, and 


‘Liberty’ Names Hutton 
Donald S. Hutton, formerly on 
the sales staff of This Week Maga- 
zine in Detroit, has been appointed 
| manager of the Detroit office of 


| 


| Liberty. 


Four A’s Elects Franke 


Franke - Wilkinson - Schiwetz & 
| Tips, Houston, has been elected a 
| member of the American Associa- 


ition of Advertising Agencies. 


| 


| 


Taub Joins Alpha 


Marvin Taub, partner in Shaw 
Associates, New York, has re- 


| signed to become general manager 
| of Alpha Advertising Corporation 
Brooklyn. 


PRESSURE-SENSITIVE 


PONT: OF - PURCHASE ADHESIVES 


Kleen-Stik does a real job of getting 
those important point-of-sale pieces vp 
where they can be seen—where they 
can SELL! Dealers welcome Kleen-Stik 
gummed posters and USE THEM! Versa- 
tile Kleen-Stik enables ads, car cards, 
broadsides, etc., to be used at the point 
of purchase — on walls, windows, 
shelves and counters. A small spot on 
each corner or a thin strip down each 
side is all you need. 


Get it up and Keep it up ! 


suagtet Simply peel protective coverir9 
Goons poster in place. No moisture 
-+.-mo glue... no tacks . . . no messy 
stickers. Holds secure to any smooth, 
hard surface — indoors 
or out. 


Available through any 
printer or lithographer 


“KLEEN-STIK PRODUCTS, Inc. 


2611 S. Indiana Ave. Chicogo 16 
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The Point of Purchase Advertising Institute is : 

% presently conducting a survey in Syracuse: 

and Rochester to determine the > ae aie power : 
__ of window displays.” a4 Se ae ! 
_ Three of the displays used in. ‘this scvliay) were’ ; Fr 
~ produced by us for old ond valued clients. They e Ny 


he 


_ are illustrated on this page. ' i. 


We will be glad to put our atcepfed “know-how 


NSITIVE 

ESIVES _ in this important field at your disposal. 
jetting ree ie : : ee 

ces uP 

e they 


en-Stik 
Versa- 
cards, 
» point 
dows, 
pot on 
n each 


up : 
overind 
oisture 
) messy 
smooth, 


ne te * ie : Rar: ane a Bs 5 eee oo os So ee tp oar ir tae? 7 Sage? UES 7 spin Phd ey a eee 4 RY ts UE oe Bee . ae eta: ie... . a é Pike ee nes 4." ae a aie ay +. 
Bye Foe ~ ee St aH eee lek POPS erg Geo TT, 8 See, nt Cee OL gear ec et oe tase ‘ine ae ere pare Ame PF ese ie osha 2 pee aii be ee | at Poe Sas FG 4 
Se Oe ee a eT ee dt ae eee ee re eee ae bes wae s ee aS ee ae ae Le a ag 
ae eee eee ee ec eg ee Me PP lees Sly Nig Sic leh Aen EE 48 aie 
ro Soe fei 9 : P ie 
rm ee 
ee | : : a 
_ } oo 
- _ | : eae 
' —_— I 
ta ——. a 
et me —— Seance ie ~ | u M | = 
P ee sYMPO I f4 
: A ADVERT may | } © 
= Se P\ IRCH ASE wednesd ay: 4 i 
“7 / : 
ro- T @) F f & P. M , 5 ; j 
OIN A.M. f0 g ticke! | 
aso * . a n 4 | * 
7) ote n i 
and Be 40 LTMORE, tds for inform 4 
$s oi ae 
= Horel Bi 5. write U ee | 
md ‘eam at the g agencie®: oe, ) 7 
vel ctisers 0% a ee i 
nge . 3 A d ve Fe Ne iss bi onl i é ia cia co 2 ——_- _ j ] ; a es. 
5° Fy i b sek + oleae ees ae pret Tialll ; x 
be ; eo a —e_ er 
‘ ‘ ‘ = Sci a Y . ie: isc. 
ore , — ‘ t% ma 
ad- : | : : 
vill cna ‘ nae 
tral ' P oe 
Py ‘ € / ’ S 
, ae ‘ , 
will ee mm oeget ; 
den "ee That “stepoing ont” feelid sae 3 —— | 
n *. ee bps : ry ee a 
Xr iia 2 so clean ae i ; 
uM i oe ee With your ae . ae , f 
fe}- sae as th so fresh! ‘oe oe j fe oO ; 
Na- Pe ae Sg cuaeammae a Pe uci " ~~ i 
Se q a a as i a a F fire" af — Ft Perea ees = es ae: pee ia aes f 3 3 ; 
“S gh RS. eee eae Be? Oe Sed ee ye Fl ag yh Been apa * io id , * : 
wort aes *: Pee Oo ae yee A stil ~ « - oe ? i 
em- Si ies mem aS aS ae ‘ ee 2 ee ; if - 
an a Oe: ete eames ee os ae + oo . 7" 
will Bree eg See edt eli tamer eas pe ee ~ Ce ae & oe 
a * Ez a ee ee a Ae mA KE bo ore - b ae ree ‘ 4 2 Bets: = . * » | i. " 
aaa a | oY fhe eee es me 2 ae Ie, fue en 
the 7 ste "= &. — - =. ape ea 
, Wael ict, . ; rs 2 S 2 oe Yio “e : “¢ 
a é ae — > > 
Fort g ag ee Oe, met ao ae ee ae a asa eA eS *$ 4 be 
° me bee gs 6 teas : ee J aa nw: , = . 
| . Bis: Meee —— a , 2 ee a ee  . wt” .” ® H 
ot _—-. Pp. BF te - FLAMPS|_. ES ee | 
us- ’ ‘soa ‘, i om z ; * , : Me aa whe. Py Gt “5 , ——_ — i é f . j 
illo; } Pron ——. . ioe | Al Sty Be OF” y a 8 _— | 
ee / i A ae i ts ee fe ‘ ~ | ; 
"Fie see ee Oy ergs, ¢ 15: r hh i — 4 
4 ey SNe  , < mae ‘ oo - Va ‘al . : : 
aso, ee oe : ie * 4 es 4j — : 
lene; be oa lena i ee ie 8 & 4 aie ae j 
ae Bales oe c i a . ad ‘ 3 ae a ain _. | 
rpus - : 7 ae , 4 : i on o> aml | Bees. We 
aie 4 is a ey ‘ ial ~ Py Bart a Paes’ : : "ee Se see 
nee ee as Fy xg se ie a? a 
1 z ie * 
fi : 7 : * — pee “oe PO Bere Te ane ye ea ... , : 
. ae Da ae Se ERO SED Ee Ce a : 
inted oe PROVED FORM ' ee i | 
‘e of Mi FAM Rad i ree a P 
| ENTAL CR | ——_ — 
BBD | oe | 
- * nn, : 
. 4 a ne a : 
> _ . BS, 4 F Pots #. eed ~ a 
tz & ; sors Ee i ee tsk! ine 3 te 
of : x on concen AFTER THE — * as eee y } a 
ocia- ’ action KEEPS jgnger mouth eres “ - AE Nee eee ' ae 
| & new espenence * P “ | ae Z i ss 
e yi & . , ‘“ - Zz 4 : pigs Om ait : . 
ag : a § le , ~ | 
a “i all — 2 ¢ al iti 3 ; : 
Sha w - eee as . ee P Pe sae wee . a ‘ a . iT. Be é a » j j 
word ee ——  * 4 ag P ~~ 2 . | 
) = z y N il f “ . ao te , ¥ aii 
ns gel - Ee; ea eae 7 : aia 
ation % 4 hs a 4 s : 
y @ ei Ps df. q ; 
—— 4] ¥i ee ; j 
ie ve aga oat. ' oe ; ae. 
Pe ey en Ee a 
j 4 a ae eet SN on. ; nm } i 
| * ied ee BY ee  ; &. q ‘ ® e = 
i 2G ; : : vom oo fae . age tee * ior Pee eS ; : gc je 
~~ AINDRED, M ; ' oe 
cia era . s a ca Steet” x 
Abie ; : ’ eo | 
fei tk, Mm em nenS <a eee ei enrg. kee . ° ei pa a deca ee f at we fs soe Me i y ep Salty...” a ee apne 
ACTA: aN Ie Se Saaea,” | Re a ae EN re aM ee eee mre ta PR penn i ee a | 
eR ary eee Pr ce ne 7 Oe Meee eres Te — 
a ‘ oa Z hs ee . I uh : a E aot ¢ an +e ¥ ao me eer ay ; Mi . eee pa 5, ‘3 ae : ; ve ; 2 ; 
fn ee ; , sot , Pees ces aah eae ree, ses. ete SUG Bae ans G Spay 7 
eee é , : , oe ite 
| 43-01 TWENTY-SECOND STREET, LONG ISLAND CITY - STILLWELL 4-7212 - CHICAGO OFFICE, 450 EAST OHIO STREET a 
‘ x 
ay 
eee 7, 
ok ES aR TES ee SRI RA OF PO Oar HET SGT ae an kts Seg Mice ane Oey BA mytcnih WETOEY Gat eM nr es ye mays SRA ee PRE Re TIS ars Sense Bn Soe is Aas figs tae eet a TOE POE ITO AE Oe ae 


Bess a 


24 
O’Toole Transferred 


John H. O’Toole has been trans- 
ferred from the New York sales 
staff of Everywoman’s to the pub- 
lication’s Chicago office. 


Outstanding 


POINT - OF - SALE DISPLAYS 


Wood ... Cardboard ... Plastics 
Designed and manutactured 
by the 
ADCOLOR DISPLAY 
COMPANY 
1341-45 Brandywine St., Philadelphia, Pa. 


Be sure to Attend 


POINT OF PURCHASE 
ADVERTISING SYMPOSIUM 
ot the HOTEL BILTMORE, N. Y. C. 
11 a.m. to 6 p.m., Wednesday, May 12th 


Advertisers and Agencies: Write us for 
Information and Tickets. — 


' Visiting Firemen 
to Spend Billion 
+ - s 

in N. Y. in ‘48 

New York—Visitors to New 
York during 1948 will spend $1 
billion, not including transporta- 
tion costs to and from the city, 
according to a survey recently 
completed by the board of direc- 
tors of the New York Convention 
and Visitors Bureau. 

That money earned elsewhere 
will be spent here for food, lodg- 
ing, entertainment and retail store 
purchases, and does not include 
the expenditures of visitors who 
will stop with relatives, in room- 
ing houses, residential clubs or 
tourist accommodations outside 
Manhattan. 

The conventioneers will spend 
$150,000,000; recreational visitors, 
$300,000,000, and business visitors, 
$550,000,000. 

The bureau predicts that sum- 
mer group business for New York 


|because of unusually large sum- 
|mer group bookings. Factors which 
lindicate an increase in recrea- 
tional travel for New York City | 
this year are: A city-wide effort 
by the bureau to. promote recrea- 
tional travel; the celebration of) 
the golden anniversary year of | 
Greater New York; 7,000,000 new | 
cars added to prewar cars; avail-| 
ability of hotel space, and increase | 
in carrier capacity for foreign | 
travel, which means more sto = 
overs in New York both ways. | 
Kruger to Gunn-Mears 
Joan S. Kruger, formerly adver- 
tising manager of the News, Pon- 
tiac, Mich., has joined Gunn-Mears 
Advertising Agency, New York,| 
where she will head the fashion 
advertising department. 


Blatz Names Donahue 


Edward T. Donahue has been 
named assistant to Frank C. Ver- 
best, president of the Blatz Brew- | 
ing Company, Milwaukee. 


= 
: 
) 


Dcictien many of the country’s 
leading advertisers through 
research, engineering and 
designing ...with production 
facilities for all types of displays 
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|this year will double that of 1947) 


Advertising 


brand preferences. 


figures in this area. 
no new ones very soon. 


media, trade associations and 


market data in all fields. 


and it should clearly indicate 
what conditions. 


24 listing should be addressed 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


There is an enormous current demand in the advertising 
field for reliable, up-to-date data on population, retail sales, 
manufacturing, wholesaling, retailing, on buying habits and 


Almost without exception, there are no recent government 
And it seems likely that there will be 


But advertising media, trade associations and other groups 
are estimated to spend well over $5,000,000 collecting such 
market data covering their own fields. Reports of new studies 
appear from time to time in the “Information for Adver- 
tisers” column on the editorial page of ADVERTISING AGE, and 
have proven exceptionally popular with readers. 

Now, ADVERTISING AGE proposes to bring together, in one 
master list, all possible market data issued by advertising 


scribed briefly, and classified by type of market or geographic 
area, thus providing a comprehensive index of all available 


All advertising media are invited to submit market studies 
or compilations for inclusion in this master list, to appear in 
the May 24 issue of ADVERTISING AGE. 
listing, material must deal with market facts (booklets or 
brochures which contain media data only will not be listed), 
able for distribution te advertisers and agencies, and under 

Market data material submitted for inclusion in the May 


TISING AGE, 100 E. Ohio St., Chicago 11, Il. 


others. The data will be de- 


To be included in the 


whether the material is avail- 


to Market Data Editor, ApvEer- 


Retailers’ Ad 


‘Urges Stalin 


to Fire Molotov 


SPRINGFIELD, Mass.—Joe Stalin 
‘and his problems may have no 
‘connection with the 
corned beef, boneless pot roast 
jand canned peaches, but a food 
|market retailer here puts it that 
way in his ad. 

He placed a three-column ad in 
\the form of an open letter to 
Stalin in a local newspaper. Under 


| 
| 


‘the heading, “Gives Joseph Stalin | 


|Advice,” he leads from Commun- 


| ism to creamery butter in three 
| paragraphs: 

| “Dear Joe: I understand things 
|are not going too well with you— 
|the Italian election and the zones 
|in Berlin and Vienna, among other 
'things. The U. S. A. has turned 
hard, hasn’t it? The fact that the 
Congress of the United States has 
passed the ERP and that the Mar- 
shall Plan is really going to work 
won’t help matters, will it? 


price of) 


, “Maybe your approach to these 
|problems is wrong, Joe. Perhaps 
|a little freedom of speech might 
| help. 

| “Now, here in today’s paper the 
|/Glenwood Food Center of 12 Rim- 


/mon Ave., Springfield, is advertis- 


‘ing their delicious delectable 
‘Danny Boy’ corned beef at 59 
cents lb.” 


| Jay Solin, the retailer, quotes 
other prices, comments “Some 
prices, eh Joe?”, and concludes 
| with the suggestion that Stali: 
| dismiss Molotov and let him tak« 
| the rap “for most of the mistakes 
you have made.” 


'NRDGA Names Brightman 


Harold W. Brightman, presiden: 
|of Lit Brothers, Philadelphia de- 
| partment store, has been appointed 
‘chairman of the consumer rela- 
{tions committee of the Nationa! 
|Retail Dry Goods Association. 


To Kettel & Carter 


Kettel & Carter, Boston, 
been appointed New England sale: 
representative of Station WOR 
New York. 


CHICAGO 
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bought this clean-cut, compelling display 


for Wrisley. We just picked up artwork 
which had already been charged off to the 
cost of magazine advertising . . repositioned 
it, reproportioned it, added a background 
shade to get three-color strength . . and 
presto! With only negligible art and plate 


costs, Wrisley had a striking “‘sell’’-charged 
display that will stand out in any dealer’s 
window. 

Good displays can give your products a 
big sales boost. Don’t let the illusion that 


high art costs and printing complications 
are inevitable deprive you of them. Let 
INLAND show you how to make your ad- 
vertising dollars do double-duty! And 
INLAND’S old-fashioned standards of 
craftsmanship, wedded to the most up-to- 
date techniques and equipment, assure you 
of impeccable quality, whether your job 
is of the simplest or the most complex 
nature. 

Call INLAND in on your promotion 
—you'll like the way we work! 


Send us proofs of one 


ae <b a pa JEFFERSON ST. 


ieces.. we'll sh how thei rk can be adapt- ) ~ 
Tie cad ake tc ee at cae CHICAGO 6, ILLINOIS 


POINT OF PURCHASE ADVERTISING SYMPOSIUM ; 


HOTEL BILTMORE, W.Y.C, 11 A.M. to 6 P.M., Wednesday, May 12th 
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26 
Butler Appoints Lamb 


James R. Lamb, formerly with 
Amos Parrish & Co., New York, 
has been appointed sales and as- 
sistant general manager of the 
Baltimore distributing house of 
Butler Brothers, Chicago. He suc- 
ceeds J. E. Briggs, who is return- 
ing to Chicago to direct the Ben 
Franklin and Federated Distribu- 
tors Stores development. Mr. 
Lamb was with Butler Brothers 
for 15 years, leaving the company 
in 1945. 


POINT-oFr-SALE 


DISPLAY PIECES 


Plastic 
lamination 
gives deep 


intensifies 
your print 


Eye Appeal and Lasting Newness 


YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an easel 
and hanger attached. Also available in wood 
and imitation wood backgrounds. 


TIES-IN your current magazine advertising 
at your point-of-sale. 

DURABLE—Can be wiped clean with a damp 
cloth. No warping—no curling—no soiling. 


FREE! Mail Your Reprints for FREE 


Complete facilities for fabricating a 
wide variety of point-of-sale displays. 


RANGER-TENNERE, |x. 


316 East 32nd St, New York 1, N 
— MUrray Hil 3.98030 


| gram’s 
|Spike” program for Golden Bottle 


PoPAI Meeting 
fo Stress Better 
Display Methods 


Advertisers Will Tell 
How to Win Customers 
at Point of Purchase 


New York—How to turn pass- 
ers-by and lookers into customers, 
at the store, will be told by lead- 
ing advertising executives in a 
symposium sponsored by Point of 
Purchase Advertising 


stores in Rochester and Syracuse. 

The drug windows were in- 
stalled on April 12, the hardware 
windows on April 19. Both groups 
of displays were up for two weeks. 
Checks are being made on sales 
in pre-display, display and post- 
display periods. Tabulations prob- 
ably will not be completed until 
June. 


The survey and the symposium | 


are part of a long-range program 
which PoPAI—supported by litho- 
graphed display producers and 
by mounters and finishers, but 
also representing national adver- 
tisers—has undertaken, to 
istrengthen the sales effectiveness 
jand reduce the waste in this pri- 
mary advertising medium. 

Many leading advertisers are 


but estimates as to the size of the 
point of purchase medium cur- 
rently range all the way from 
$100,000,000 to more than $300,- 
000,000 a year. 

Einson-Freeman Company, the 
only one of PoPAI’s 52 members 
to combine mounting and finish- 
ing with lithography, probably is 
the largest producer in the litho- 
graphed display industry, with an 
annual volume of $8,500,000. Other 
leading display producers include 
|Forbes Lithograph, Kindred Mac- 
|Lean & Co., Niagara Lithograph, 
|'Snyder & Black and U. S. Print- 


ling & Lithograph. 
Started 8 Years Ago 


| Among the largest mounters 
and finishers are Arvey Corpora- 


Institute, now spending more than 20% of | tion, Chicago Cardboard Company, 


Inc., at the Hotel Biltmore, New their entire advertising budgets|2nd Mounting & Finishing Com- 


York, on May 12. 

Participants will be George 
Mosley, advertising manager, Sea- 
gram-Distillers Corporation; J. 
Herbert Stickle, advertising and 
sales promotion manager, home 


radio division of Westinghouse; J. | 


Ward Maurer, advertising and 
merchandising manager, Wildroot 
Company, and Zenn Kaufman, 
merchandising manager, Philip 
Morris & Co. Clifford L. Vander- 
bogart of Niagara Lithograph 
Company is president of PoPAI. 
Norman McKean, executive secre- 
tary of PoPAI, will preside. 

Mr. Mosley will discuss Sea- 
forthcoming “Golden 
Mr. Stickle, 


gin; “Meeting the 


'Challenge at the Point of Sale,” 


and Mr. Kaufman, “The Proper 
Use and Placement of Store Dis- 
play Material.” 


Will Give Window Data 


Mr. Maurer will give a pre- 
liminary report of PoPAI’s win- 
dow display survey covering four 
drug and four hardware products 
in 120 drug and 40 hardware 


‘on point of purchase. Some of 
jthem are major distillers and 
|brewers, such as Seagram and 
‘Liebmann, and Coca-Cola, prob- 
ably the largest user of this me- 
dium. 


B-M, Carnation Spend 10% 


*- Among the _ $1,000,000-and-up 
advertisers spending 10% or more 


'in this medium in 1948 (AA, Dec. 
22, 1947) are Bristol-Myers ($800,- 


000 of its $8,000,000 total), Car- 
nation Company, Brown-Forman 
and William Jameson distillers, 


Rexall Drug, and Parker and 
Sheaffer pen. 
Among major advertisers re- 


porting expanded point of pur- 
chase efforts this year were Lam- 
bert Pharmacal, Wildroot, and 
Frankfort and Kinsey distilling. 
The institute plays an important 
role in the over-all Westinghouse 
budget of $14,000,000. 

Use of displays has expanded 
sharply since the war, and is ex- 
pected to expand more with the 
returning buyer’s market in many 
industries. 

Exact figures are not available, 


| 


‘pany, Arvey also is a manufac- 
|turer and national advertiser of 


|automotive and other products. 


The major producers of litho- 
'graphed display material also are 
“creative lithographers’’—conceiv- 
ing and creating for advertisers 
‘complete point of purchase pro- 
grams. 

PoPAI was launched eight years 
ago, but its growth as a research 
and promotion force for the point 
of purchase medium was retarded 
by the war. In the past two years, 
however, its membership has 
doubled. 

Success of a trial symposium 
with advertisers a year ago has 
put these meetings on an annual 
basis. About three-fourths of the 
600 expected to attend the May 12 
symposium will be advertisers 
and advertising agencies. 


Check-List on Displays 


Twenty-five of PoPAI’s. mem- 
bers will exhibit at the meeting 
displays ranging from the small- 
est lithographed counter cards to 
a 56-foot “traveling circus” built 
by Gardner Displays for Seagram. 


Advertising Age, May 3, 1948 


Free tickets to the exhibit, to be 
open from 11 a.m. to 6 p.m., may 
be obtained from PoPAI, 16 East 
43rd St., New York. 

An incidental feature of the 
symposium will be drawings for 
a Westinghouse television set and 
radio sets. 

PoPAI has prepared a “Check 
List for Display Selection,” under 
Mr. McKean, to serve advertisers 
as a guide for emphasis, “whether 
planning a single piece or a sea- 
son’s campaign.” Included are: 

1. Devices for gaining attention 
—among them vivid color; extra- 
ordinary design; giant-size, car- 
toons, animal figures. 

2. Product history displays. 

3. Featuring the product itself. 

4. The product in use—includ- 
ing new uses, and the “before and 
after” approach. 

5. Selling aspects, including 
full-line selling. 

6. Consumer helps: Literature 
and floor, wall and counter dis- 
plays doubling as product dis- 
pensers. 

7. Dealer helps: Displays 
which help improve store appear- 
ance, provide seasonal back- 
grounds for products and make it 
easier for the dealer to serve cus- 
tomers. 

8. Atmosphere: Appeal to the 
five senses: displays that tell his- 
torical, scientific or institutional 
stories; anniversary, holiday, sea- 
sonal or gift appeal. 

9. Coordination: Tie-ins with 
main advertising campaign, or 
with special sales plans, premium 
plans, consumer contests, or news 
events — including the “harness- 
ing” of movie or sports stars or 
a current fad. 


Lelong to Stanfield 


The Montreal office of Harold F. 
Stanfield Ltd. has been named to 
direct the Canadian advertising 
and sales promotion of Lucien Le- 
long. 
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it enables you to get: 


of your 


Controlled distribution of your displays is obtainable only through the 
business districted map system of instal 


A. Proper advertising and market coverage. 


B. Maximum circulation at lowest possible cost. 


3,500 displays installed by this method in cities over 100,000 population 
will produce a circulation (near side, sidewalk pedestrian traffic only) of 


ng displays used exclusively by us. 


thousand. 


Take the guess work out 


window advertising 


approximately 65,000,000 in seven days. Cost about 27 cents per 


In twenty years’ experience in this business we have developed an organi- 
zation regularly covering more than 8,000 cities and towns from coast 


to coast. 


Our Associates (see list below) have been handling our work. on the aver- 
age, for more than twelve years and are thoroughly grounded in the use 


of our uniform methods of operation. 


WINDOW ADVERTISING, INC. 


New York 10, N. Y. 


175 Fifth Avenue 


Just a line on your letterhead will bring full particulars—no obligation. 


* ALABAMA 
Pennington Display Service 
2522 Fourth Ave., N. 
Birmingham 3, Ala. 
Merchant's Advertising Service 
619 Houston St., Mobile 19, Ala. 


* ARIZONA 
Arizona Window Advertising 
25 North Third Ave., Phoenix, Ariz. 
Ruhl Display Service 
121 N. Sixth Ave., Tucson, Ari 


* ARKANSAS 
Le Fever & Assoc. 
308 Louisiana St., Little Rock Ark. 


* CALIFORNIA 
W. W. Stevenson Advertising Display 
Service ; 
2624 Sunset Blvd., Los Angeles, Calif. 
Branch Office — 
134 Echo St., Fresno, Calif. 
Standard Display Service 
608 16th St., Oakland 12, Calif. 
Nichols’ Display Service 
Route 2, Box 1980 
4th & Jessie Ave., Sacramento, Calif. 
Parmley Window Display Service 
330 "G"' St., San Diego, Calif. 
Parmley Window Display Service 
2385 Folsom St. 
an Francisco 10, Calif. 
COLORADO 
The Western Slope Display Co. 
2838 North Ave. 
srand Junction, Colo. 
Denver Display Service 
814 Grant St., Denver 3, Colo. 
Southern Display Service 
23 Broadway, Pueblo, Colo. 


SONNECTICUT 
S. Frederick Sansone Co. 
short Beach, Conn. 


ELAWARE 
overed through Hanick 


ISTRICT OF COLUMBIA 
Matthews Display Service 


Phil., Pa.) 


728 Fitth St.. N. W. 
Washington |, D. C. 
" FLORIDA 


Cross Display Service 

229 N. W. 29th St., Miami, Fla. 
Walker Distributing Co. 

4 E. Union St., Jacksonville, Fla. 
Kendrick Display Service 

304 Horatio St., Tampa 6, Fla. 
outheastern Display Service 

O. Box 374, Pensacola, Fla. 
»EORGIA 
Shepard Display Service 

25 Edgewood Ave.., S. E. 

tlanta 3, Ga. 
fouman's Display Service 

30 E. Broad St., Savannah, Ga. 
DAHO 
Richardson's Display Service 

410 North 7th St., Boise, Idaho 


The Associates of Window Advertising, Inc. 


* ILLINOIS 
Fisher Display Co. 
560 West Lake St., Chicago 6, Ill. 


Branch Office — 
810 25th St., South Bend, Ind. 


State Display Service 
305 Harrison St., Peoria 2, Ill. 


Colpitts Advertising Service 
2008 Lind St., Quincy, Ill. 


Grissinger Display Service 


2308 West Jefferson St., Rockford, III. 


Tri-City Window Display Service 
1863 40th St., Rock Island, Ill. 


* INDIANA 
Neumann's Window Display Service 
214 W. Franklin St., Evansville, Ind. 
Jos. |. Cotterill Advertising Service 
3325 Reed St., Fort Wayne 5, Ind. 
National Window Display Co. 

134 South Meridian St. 

Indianapolis, Ind. 
Branch Office — 
1821 N. 20th St. 


* IOWA 
E. M. Hickey 


Sprinafield Hi, 


858 14th St., N. E.. Cedar Rapids, la. 


Howard G. Evans 
904 Arthur St.. Des Moines, lowa 
Kvam Display Service 

1608 Villa Ave., S 


P ‘ert ¢ 
ux WU y lowa 


* KANSAS 
Sanders Display Service 
1013 West 6th St., Topeka 
Sanders Display Service 
740 North Waco, Wichita, Kans. 


Kans. 


. 


KENTUCKY 
Clinger Advertising Agency 
2344 Winchester Ave. 


Myers Display Service 


807 West Market St., Louisville 2, Ky. 


Townsend Display Service 
2730 Monroe, Paducah, Ky. 


* LOUISIANA 
J. F. Ricks Window Display Service 
3730 South Dorgenois St. 
New Orleans, La. 
Baton Rouge and New Orleans only) 


Crescent City Advertising Co., Inc. 


P. ©. Box 603, Cedar Grove St. 
Shreveport 25, La. 

311 St. John St., Lafayette, La. 
Box 360, Monroe, La. 


* MAINE 
(covered through United, Boston 
Mass.) 

* MARYLAND 


Margolis Window Display Co. 
514 West Baltimore St. 
Baltimore |, Md. 


* MASSACHUSETTS 


United Display Corporation 

365 Albany St., Boston 18, Mass. 
Branch Offices — 

23 Arch St., Lowell, Mass. 


167 Millbury St., Worcester, Mass. 


Ashland, Ky. 


. 


. 


* 


* 


121 Lymen St., Springfield, Mass. 

10 North St., New Bedford, Mass. 
192 Camp St., Providence, R. |. 

22 Monument Square, Portland, Me. 
8 South Ave., Derry, N. H. 


MICHIGAN 
Wayne Advertising Services 
320 Beaubien St., Detroit, Mich. 


Branch Offices — 


448 W. Capital, Battle Creek, Mich. 
710 Wealthy St., S. E. 

Grand Rapids, Mich. 

c/o J. B. Gilbert 

2204 Phelon St., Saainaw, Mich. 
MINNESOTA 

Johnson Display Service 

18 N. 6th Ave., W., Duluth 2, Minn. 


Northwestern Display Service 
11 N. Ist St., Minneapolis |, Minn. 


MISSISSIPPI 
Weber Display Service 
852 East View St., Jackson 26, Miss. 


MISSOURI 
International Display Co. 
512 Virginia, Joplin, Mo. 


Sterling Displays, Inc. 

2727 Walnut St., Kansas City 8, M 
Campbell Display Service 

P Oo. Box 1534 

S. S. Station, Springfield, Mo. 
Sulley Window Display Service 

605 Hall St., St. Joseph I1, Mo. 
Western Display Service 

2734 Olive St., St. Louis 3, Mo. 


MONTANA 
R. A. Hunt Display Advertising 
Radio Station KXLY, Helena, Mont. 


W. J. Thompson Display Service 


205 29th St., S., Great Falls, Mont. 
NEBRASKA 

Davison Display Service 

2212 Farnam St., Omaha, Nebr. 
Branch Office — 

423 S. I Ith St., Lincoln, Nebr. 
NEW HAMPSHIRE 

{covered through United, Boston 
Mass. } 

NEW JERSEY 

New Jersey Display Service 

969 McCarter Highway, Newark, N. J. 


Branch Office — 
310 Maple Ave., Trenton, N. 


NEW MEXICO 
Stubblefield Display Service 
P. O. Box 121, Albuquerque, N. M. 


NEW YORK 

Windo-Craft Display Service 
105 Bradford St., Albany, N. Y. 
Windo-Craft Display Service 
737 Main St., Buffalo 3, N. Y. 
Branch Office — 

2603 Chestnut St., Erie 
Dis-Play-Well, Inc. 

60 E. 10th St., New York, N. Y. 


Penna 


* 


Windo-Craft Display Service 
282 Rawlinson Rd., Rochester 5, N. Y. 
Windo-Craft Display Service 
236 Erie Blvd. East, Syracuse 2, N. Y. 


NORTH CAROLINA 

DeLamater Displays 

1316 Greenwood Ave. 

Charlotte 4, N. C. 

Sehorn Display Service 

P. O. Box 1334, Greensboro, N. C. 
Whitener Window Display Service 
P. O. Box 164, Skyland, N. C. 
Carolina Window Display Service 
Basement — 


Odd Fellows Bidg., Raleigh, N. C. 


NORTH DAKOTA 
Smith Display Service 
446 Oakland Ave., S., Fargo, N. D. 


OHIO 
Cincinnati Display Service 

519 Main St., Cincinnati 2, Ohio 
Branch Office — 

Dayton Display Service 

1407 S. Smithville Rd., Dayton, Ohio 
Wayne Services, Inc. 

1404 E. 9th St., Cleveland, Ohi 
Branch Offices — 

619 Howard St., Akron, Oh 

415 S. Third St., Columbus, C 

1082 Dorr St., Toledo, Ohi 

North Jackson, Ohic 

312 Decatur St. 


* OKLAHOMA 


Oklahoma Window Display Co. 
1909 N. W. 39th St. 

Oklahoma City Okla. 

Connell Display Service 

15 West Brady, Tulsa 3, Okla. 


OREGON 

Portland Display Co. 
3753 S. E. Henry St., Portland, Ore. 
E. C. Leach Window Display Service 
Farr Apts., Oregon City, Ore. 
PENNSYLVANIA 

Rileigh Window Display Services, Inc. 
447 Market St., Kingston, Penna. 
Branch Offices — 

619 Union St., Allentown, Penna 
2312 Derry St., Harrisburg 
60! N. 10th St., Reading, Penna. 
825 |9th St., Altoona, Penna. 
Stor. & Trans. C 


c/o Heaerstc wn 
Hagerstown, Ma. 
Hanick Display Service 

138 S. Third St., Philadelphia 6, Penna 
Branch Office — 
104 Market St 
Pittsburgh Display Service 
11! Federal St., N. S 
Pittsk urgn 12, Penna. 


Wilminaton [ el, 


* RHODE ISLAND 


overed through United, Boston 


Mass. 


* SOUTH CAROLINA 


South Carolina Display Service 
1222 Beaufort St., Columbia 28, S. C. 


. 


* 


A. M. Waddell 
c/o B & W Display Service 

370 Arch St 

Spartanburg, S. C. 

TENNESSEE 

Dixie Display Service 

429 N. Market St. 

Chattanooga 5, Tenn. 

Knoxville Display Service 

P. O. Box 727, Knoxville, Tenn. 
Newhouse and Co. 

124 Exchange St., Memphis 3, Tenn. 
Brinton Window Display Service 

1804 West End Ave. 

Nashville 4, Tenn. 

TEXAS 

West Texas Display Service 

1526 Oak St.; Abilene, Texas 

Botts Display Service 

P. O. Box 52, Amarillo, Texas 

Bill Price Display Service 

P.O. Box 1521, Corpus Christi, Texas 
Dallas Window Display Service 

2624 Commerce St., Dallas |, Texas 
Richard's Display Service 

606 North Mesa Ave., El Paso, Texas 
Charlie Mann Displays 

320 Hemphill St., Fort Worth, Texas 
L. E. Clark Display Service 

701 East 13th St. 


South Texas Display Service 


Houston, Texas 


910'/2 Broadway, San Antonio, Texas 
Warren Display & Sign Service 
P. ©. Box 155, Waco, Texas 
” UTAH 
Reynolds Display Service 
122 Motor Ave., Salt Lake City, Utah 
. VIRGINIA 
Peterson Advertising Co. 
1353 W. 47th St., Norfolk, Va. 
Robert Waitt 
523 East Main St., Richmond, Va. 


Roanoke Advertising Agency 
P. O. Box 1621, Roanoke 8, Va. 


* WASHINGTON 


Northwest Display Service, Inc. 
2611 2nd Ave., Seattle, Wash. 
Branch Office — 

813 Pacific Ave., Tacoma, Wash. 

R. A. Hunt Display Advertising Co. 
South 206 Wall St., Spokane 8, Wash. 


* WEST VIRGINIA 


Wills Advertising Service 


213 Inion S 


3 U 1 St., Bluefield, W. Va. 
Long Display Service 
es Bc -_ 722 Ch ariestor WwW. Va 
* WISCONSIN 


Manke Window Display Service 


922 Avon St., La Crosse, Wisc. 
Stefan, Inc. 
1421 West Vliet St. 


Milwaukee 5, Wisc. 
Branch Office — 
131 East Summer St., Appleton, Wis 


* WYOMING 


Sherwood Display Service 
3523 Reed Ave., Cheyenne, Wy 


A cordial invitation is extended to you to visit us at our Booth at the 
Point-Of-Purchase Advertising Institute Symposium 


at the Biltmore Hotel in New York City on Wednesday, May 12, 1948 
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Most Retailers 
Will Modernize 
Stores in 1948 


New Yorx—A large majority of | 
department, chain and independ- 
ent stores plan some type of mod- 
ernization this year, according to) 
a recently completed survey con-| 
ducted by the International Stores | 
Modernization Show, which will) 


July 6-10. 


dependent retailers still consider chains, 39% 
store fronts the most important ment stores, and 29% of the inde- 
single improvement in the mod-| pendents declared they plan to use| vertised in full-page, two-color ads . 
ernization of a retail store, the the services of outside architec-|jin a wide list of business papers. Says Belding 
survey shows. Executives of more | tural or store-design firms in their, The Toronto office of Cockfield, 
|Brown & Co. is in charge. 


Smallen-Ross Moves 


Smallen-Ross Advertising, for- 


than 16,000 department, chain and | modernization programs. 


Publication Adds Eaton 

Seventy -four per cent of the | Charles M. Eaton has joined! ; - 
chain stores, 72% of department | ation’s Business, Washington, as | merly located at 258 Broadway, has American people on their eco- 
stores, and 31% of the independ-| advertising representative in the | moved its office to 320 Broadway, | nomic system will help to cur) 
be held at Grand Central Palace| ents indicated that they planned) western office. 


independent stores in 48 states 
answered the questionnaires. 


some sort of store-modernization 
Chain store executives and in- during 1948. Of these, 41% of the 


of the department 


'New York. 


‘Starts Ozium Campaign 


A new deodorizer and air steri- 


lizer, Ozium, product of G. H.| fo F ight Apathy, 


Wood & Co., Toronto, is being ad- 


Matchless Moments with Oxford Paper 


by Tony Barlow 


HAPPY IS THE PRINT SHOP 
THAT HAS DISCOVERED A 
VERSATILE NEW PERFORMER— 
OXFORD ENGRAVATONE COATED 


Happy indeed, and profitable too! 


Engravatone Coated is a paper that 
can be used on a wide variety of letter- 
press jobs —catalogs, booklets, enve- 
lope enclosures, magazines—any kind 
of letterpress work that requires a 
quality paper. 


In fact it is building a remarkable 
record for trouble-free press per- 
formance. 


Engravatone Coated has many highly 
valuable features to commend it. 
Brilliant white coler. Good affinity 
for ink and high opacity. Its printing 
surface, while glossy, avoids glare, 
and is especially designed for fine 
half-tone reproduction. 


Of course Engravatone Coated, like 
all Oxford Papers, must pass countless 
quality inspections and checks at every 
stage of the manufacturing operation. 


Then and only then is this fine print- 
ing paper ready to meet Oxford’s 
high performance standards. 


For practical suggestions that will 
help you select exactly the right paper 
for any printing job, call in your 


Included in Oxford’s line of 
quality printing and label 
papers are: Polar Superfine 
Enamel, Maineflex Enamel 
Offset, Maineflex C15 Litho, 
Mainefold Enamel, White 
Seal Enamel, Engravatone 
Coated, Carfax English Fin- 
ish, Superand Antique, Aqua- 


set Offset and Duplex Label. 


Oxford Paper Merchant. Oxford Paper 
Merchants are in 48 key cities from 
coast to coast, ready to serve you, 


Consult your Oxford Paper Merchant when- 
ever you need practical assistance in securing 
better printing. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N. Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


DISTRIBUTORS 
in 48 Key Cities 


ety AYe, May 


Joint Campaign 


New YorK—The joint campaig 
sponsored by the Association o: 
National Advertisers and _ the 
American Association of Adver 
tising Agencies to educate the 


growing apathy and even hostility 
toward the system, Don Belding 
of Foote, Cone & Belding, Los An- 
geles, told the National Associa- 
tion of Magazine Publishers here 
\last week. 

“A late Robinson study,” he ex- 
| plained, “shows 38% of all indus- 
trial workers are either hostile or 
| apathetic to their companies under 
'the American economic system. 
_ “The Gallup polls in England 
and the United States give this 
|startling fact: Thirty-seven per 
cent of the working force in Eng- 
land would prefer to work for the 
| government, but 41% of the work- 
| ing force of America would prefer 
to work for the government.” 


Offers Four Reasons 


Mr. Belding cited four reasons 
why industrial workers are “sus- 
ceptible to infiltration of totali- 
'tarian ideas: 

_ “I. The last depression . . . has 
made them uneasy about our eco- 
nomic system. 

“2. Frustrations of an _ indus- 
trialized society,”’ among them the 
inability of workers on produc- 
tion lines to see their part in the 
‘finished product. 

“3. Being out of touch with the 
| workings of our system: Never 
/seeing the boss, never being told 
/what is going on, nor told his 
chances for a permanent job.” 

“4. No one is presenting the 
positive side.” 

“If the affirmative fails to 
speak,” he warned, “the com- 
munist negatives will fill the 
void.” 


5 Foundation Stones 


The joint campaign will define 
|the advantages of our economic 
| system and promote them both on 
|the community level and in na- 
| tional advertising. 

The “five foundation stones” of 
|the economy, Mr. Belding pointed 
out, are: 

“1. The right to own private 
| property. 

“2. The free market — where 
every hour of every day all the 
people vote for or against the 
goods and services they want, and 
‘in what quantities, by the price 
|they are willing to pay for them. 
| “3. Profit and wage incentives. 
| “4, Competition—which elimi- 
nates the apathy and stagnation of 
monopoly, guarantees progress by 
forcing people to continually im- 
prove their products and services 
offered on the free market. 

“5.Government regulation but 
not government control.” 


‘Aristocrat Starts Push 
in Nine Magazines 
Aristocrat Leather Products, 
New York, is launching a campaign 
for Inner Sanctum wallets and 
/purses this month, breaking wi'h 
'a full-color page in the May |! 
issue of Look. 
_ This ad will be followed by space 
in Ladies’ Home Journal, Lij”, 
| Modern Romances, Modern Scree", 
|Photoplay, Popular Fiction Grou), 
Screen Romances, The Saturday 
| Evening Post and repeat space '" 
_Look. Screen players Marsha Hu''t 
and Dennis O’Keefe will be fe®- 
tured in the ads. Reiss Adverti-- 
ing, New York, is the agency. 


| 


| 


| 


‘Oneida Raises Townsend 


| J. J. Townsend, manager of the 
special sales division of Onelc 
Ltd., Oneida, N. Y., has been a)- 
pointed manager of exports, °" 
'adtition to his other duties. Fe 
/was previously with James Cape! 
& Co., London. 
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Here are a few of many hundreds of famous advertising names 
lithographed by us. 

Millions upon millions of impressions, week in and week out, from 
plates made in our most modern plate-making department where 
cameras range in sizes up to big enough to walk in. 


Here under one roof is equipment for the widest range of litho- 
graphic art from small folders to outdoor posters: 


POINT of PURCHASE DISPLAYS 
24-SHEET POSTERS 
3-SHEET POSTERS 
2-SHEET POSTERS 
1-SHEET POSTERS 
CAR CARDS 
CALENDARS 
FOLDERS 
BOOKLETS 
ete. ete. 
Phone, wire or write our home office or any branch listed below. 
Experienced men with years of lithographic know-how will re- 
spond instantly. 
And when you attend the Point of Purchase Advertising Sympo- 
sium, see the exhibit in our New York showroom at 51 East 42nd 
Street. a few steps from the Biltmore. 


a 


THE SEAL OF LITHOGRAPHIC MERIT 


ontinental 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE @ PITTSBURGH @ SAN FRANCISCO e LOS ANGELES 


POINT OF PURCHASE ADVERTISING SYMPOSIUM 


the HOTEL BILTMORE, W. ¥.C, 11 A.M. to 6 P.M., Wednesday, May 12th 
Advertisers and Agencies: Write Us for Information and Tickets 
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re ENGRAVING COMPAN 
a ‘SO. DESPLAINES ST. « urease 6 iL. 


Dealers Buying 
_ Hotpoint Signs 
| by Thousands 


Cuicaco—Dealers have recently 
ordered nearly $1,000,000 of its 
point-of-sale material, Hotpoint, 

w |Inc., has announced. 

The appliance company told AA 

ithat -its retailers’ orders include 
» |2.500 outdoor neon signs, 6,000 
counter and window displays and 
'8,500 clocks. Eighteen new dealer 
signs, displays and other point of 
purchase material are now being 
offered at or below cost. 

These, as described in a two- 
color, 20-page brochure, include 
an 11-foot neon sign; large foot 


PHOTO 
ENGRAVING 


ia 


“STARLINER"—That's what Hotpoint, 

Inc., calls this new display being offered 

to dealers for permanent use in selling 
any of 12 Hotpoint appliances. 


merchandising, said that “now 
that we have presold the customer 
with brass-knuckle advertising, 
the next step is to nail down sales 
for dealers by dominating each 
Main Street with strong identi- 
fication of their places of busi- 
/ ness.” 


‘Y&R Promotes Dippy 


George B. Dippy, manager of 
,the merchandising department of 
Young & Rubicam, New York, has 
been appointed assistant to Sigurd 
S. Larmon, president of the 
agency. Mr. Dippy, previously 
with McCall’s, joined Y&R in 1943. 


_Ameritex Names Mason 
Frances Mason, for the past five 

years in the editorial promotion 

department of Good Housekeep- 


enamel steel name panel; a 4x6- 
foot horizontal neon sign and 
other outdoor signs; an _ interior 
“Starliner” floor display suitable 


pliance, etc. 


for dramatizing any Hotpoint ap- 


Edward R. Taylor, manager of 


ing, New York, has been appoint- 
ed promotion director of Ameritex 
Company, a division of Cohn- 
Hall-Marx Company, New York. 


Equipment and Organization is unusual — Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATION 


and printing requiring the same kind of equipment and organization 


S 


to 


produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


HERE is a large volume of the kind of printing Printing Products 


Corporation is best pe and organized to produce, so if 
doubt, it is best to write or p 
be promptly given. 


Here is complete equipment and organization to handle all or any 


in 


one what is wanted and information will 


part 


of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an ee ae executive who watches 


and follows the order from receipt o 


cuts and copy until delivered. 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Proper Luality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price 


because of superior facilities and efficient management. 


A po connection with a large, reliable printing establishment 
wil 


save much anxiety regarding attentive service, 
quality and delivery. 


6 Beads 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


a A a eS a lt a te ee ee ee 


we ARE STRONG on ouR 


Coyprration 
(THE FORMER ROGERS AND HALL COMPANY) 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers ot Dis 


Telephone Wabash 3380—-Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


f distributing point. 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Clean Linotype 
Monotype and Ludlow 
typesetting. 

All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 
Facilities for Binding 

as fast as the presses 
print. 
Mailing and Delivery 


service as fast as 
copies are completed. 


: A SAVING is often obtained 
| in shipping or mailing when 
printing is done in Chicago, 
the great central market and 


a 


i i otra eH 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 


L. C. HOPPE 

Secretary “4 

W. E. FREELAND 
Treasurer 


|another message: 


/and 


\lished media 


Commerce Ready 
fo Help Exporters 
Hone Sales Tools 


WASHINGTON—At the start of the 
all-out drive to restore the shat- 
tered economies of western Euro- 
pean nations, the State Depart- 
ment and Commerce Department 
are urging business men, particu- 
larly importers and exporters, to 
sharpen sales promotion tools 
which can help stabilize interna- 
tional trade. 

In New York last week, Assist- 
ant Secretary of State Willard 
Thorp urged the National Council 
of American Importers to apply 
“the well known skill of Ameri- 
can salesmanship” toward redress- 
ing the disproportionate balance 
of world trade. 

In his New York talk, Mr. 


‘Thorp pointed out that the U. S. 
|now provides 34.6% of world ex- 


ports compared with 14% prewar, 
but takes only 11.4% of world im- 


/ports, only fractionally above pre- 
| war. 


Suggestions Are Specific 
Commerce Department becomes 


|very specific in its suggestions to 


business when it comes to inter- 


|national trade. 


Acknowledging that foreign 


|trade is a highly specialized as- 
|signment, it 
|advertising representative to be- 
|come as well aware of New Cale- 
'donia as he is of New York when 


advises, “ask your 


he writes your copy and recom- 


/mends how to use it.” 


At Commerce Department’s Of- 
fice of International Trade, the 
associate director, George Bell, has 
He tells ex- 
porters to assure long range value 
from relief programs by practicing 
sound merchandising and by in- 
cluding an “American message” in 
their packaging. 

In a talk to a small group of im- 
porters recently, Mr. Bell held that 
world trade promotional efforts 
serve as “economic ambassadors” 
frequently overshadow oul 
international political activities. 


Package for Foreigners 


“After the first impact of 
America’s generous financial as- 
sistance has worn off—after the 


talk about billions of dollars has 
become vague and half forgotten 
—after international treaties, pacts 
and agreements have passed over 
from headlines to small print on 
the last page—the point of con- 
tact with most people will be in 
the everyday goods received from 
the U. S.,” he says. 

“Therein lies the 
for the exporter. 

“Why not package your goods 
fer fcreign consumption wit! 
messages that will promote Amer- 
ica—in the language of the coun- 
try to which they go? 

“And package your goods in the 
sizes, types and cartons the wa’ 
the foreign consumer wants them. 


opportunity 


Offers Research Assistance 


To cope with the research prob 
lems on foreign markets and over 
seas distribution practices, M: 
Bell offers the assistance of hi 
crganization. “Get your promo- 
tion and advertising people to as 
us for help. 


“The OIT is doing everythin 
within its power to assist tec! 
nically in placing advertising i 


all countries and in providing re 
search and basic background in 
formation, which must always pre 
cede advertising or promotion: 
campaigns. 

“OIT furnishes listings of pub 
in other countri¢e 
We can also furnish certain type 
of radio data, figures on sales po 
tentials and buying habits.” 
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; AT Point Of Purchase 
Mr. 
Ss. 
-X- 
-. Here at Consolidated Litho we think of your point of 
re- 
sale display as a Too. For SELLING—a device 
“ that gives your product a definite competitive 
Pr- 
mn advantage. Accordingly, we make it our business to 
aS- 
pur study your product in action at the retail level. 
e- 
le- 4 
en We'll probe and dig there ‘till we find the 
m- 
of- sales-creating idea that pushes your product out in 
the 
. ‘s aly ert \a front—at the point of purchase. | 
ing RISERVE ¢ | 
in- ; | 
” TOoLs FOR SELLING so conceived satisfy the display I 
~n requirements of your retailers— because they create | 
put extra IMPULSE SALES—and produce welcome 
increases in your product's rate of turnover. 
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*% 
Make it a point to Visit Consolidated Litho’s 
exhibit during your visit to the P. O. P. Adver- 
tising Symposium, at the\Hotel Biltmore, N.Y.C., 
ll a.m. to 6 p. m., Wednesday, May 12. 
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tions that they would like it 
| passed. ~~ 
While the large mail order 
houses are not in the cigaret busi- 
ness, and have no sympathy with 
tax evaders, they are thoroughly 
worried about this effort to enact 
a federal penalty to assist states 
in collecting taxes. 
M. O. Houses Fear Customer (as a third of the potential, the Ke d pode rep — 
Disclosure in Cigaret Bill proposal (HR. 5646) requires the qicse shipped into states with sales 
WASHINGTON—Mail order houses shipper to register with state offi- | and use taxes. In that case, cus-. 
and other mail venders are trying “!#/S the name and address of!tomer lists—the most precious 
to head off legislation which forces |CUStomers and the brand and) secret of the mail order business 
full disclosure each time cigarets | Wantity they buy. —would become public property. 
are sent from a non-tax state into|_ Sponsored by Rep. Thomas A. * ¢ 8 
a state that has special cigaret JemKins (R., O.) it reached the pont be surprised when you! 
sales and use levies. floor with only a one-day hear- fnq items like cigarets, raisins 
Aimed at organized cigaret ing, after the governors of nearly and other “less” essentials among 
mailers, who are said to be cut- all the 38 cigaret tax states noti-| Marshail Plan shipments to help 
ting state tax revenues by as much fied their congressional delega-|Europe back on its feet. Ob- 


By STANLEY E. COHEN, Washington Editor. 


viously some of this stuff repre- 

sents a triumph of effective lobby- 

ing; but in general the government 

is convinced that a certain amount 

of “incentive goods” are-needed to 

keep European labor on the job. 
* * * 

Latest adman to tr: his hand 
at government is James M. Cleary 
of Roche, Williams & Cleary, Chi- 
cago, who has been named special 
assistant to Paul G. Hoffman in 
directing the European Recovery 
Program. A former sales man- 
ager for Studebaker, Mr. Cleary 
has been a personal friend of Mr. 
Hoffman’s for 35 years. 

a bd * 


Congressional hostility to sta- 


tistics has not completely crippled | 


government research into buying 
plans and power—yet. The Com- 
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You're Looking at 
the Newspaper Washingtonians 
Rely On 


prominent figures — and just home folks—look to The Star for 
reliable reporting. Strict adherence to the truth is reflected in 
absence of bias, in headlines that are non-sensational, complete, 
and fair. Washingtonians depend on The Star. 
That’s one of the many good reasons why advertisers consistently buy 
more lineage in The Star than in any other Washington paper. 
National advertisers who choose The Star get a fair hearing in the 


newspaper with reader-confidence inspired by 95 years of publishing integrity. 


The Washington Star 


Washington, D. C. 
Represented nationally by 
Dan A. Carrow, 110 E. 42Np St... NYC 17 
Tue Joun E. Lurz Co., Trisune Tower. Cuicaco 11 


Julio T 


affairs 


In Washington where national news is local news, nationally 


merce Department announced last 
week that it is consulting 20,000 
lawyers in a sample study to de- 
termine consumer expenditures 
for legal service, and the average 
income in the profession. In 1941, 
the department estimated inde- 
pendent lawyers averaged $4,794. 

Of more general interest is the 
special Agriculture Department 
study now under way into the eat- 
‘ing habits of city families during 
1948. First nationwide study in 
this field since 1942, it is financed 
under the Research and Marketing 
Act, and is expected to assist in 
planning programs to expand food 
consumption and improve nutri- 
tion. 

* * * 

The business of economic fore- 
casting appears to be more hazard- 
|ous than ever. With the President 
|stressing renewed danger of in- 
flation, the Bureau of Agricultural 
Economics is now predicting that 
,farm prices—and presumably food 
prices—will level off during 1948, 
and fall perhaps 10% below 1947. 
With world crops improving, the 
‘value of agricultural exports will 
be down 15 to 20% in 1948 despite 
the European Recovery Program, 
BAE says. 

* a * 

On the other hand, Labor Sta- 
tistics Commissioner Ewan Clague 
visualizes employment this sum- 
mer above last year’s 60,000,000 
job peak. With current employ- 
ment in non-agricultural work 
more than 1,000,000 above last 
year’s comparable figures, he says 
this peak employment is inevit- 
able, provided the economy merely 
follows normal seasonal patterns. 
ae 

NAB pointedly reminded the 
FCC last week that Canada and 
Mexico are quietly taking over the 
new standard broadcast channel, 
540 on the dial, while we mark 
time. A 50 kw. Canadian station 
is already on this highly desirable 

frequency, and a 150 kw. Mexican 
station is under construction, but 
FCC has yet to approve any U. S. 
operations. The frequency was 
authorized at an international con- 
ference in Atlantic City last sum- 
mer. 


Petri Wine Names Smith 


Advertising Manager 


Hugh D. Smith has been ap- 
|pointed advertising manager of 
‘Petri Wine Company, San Fran- 
cisco. He _ suc- 
ceeds W. D. San- 
derson, who has 
been named sales 
assistant to the 
president, Louis 
| A. Petri. 
| Mr. Smith 

joined the com- 

| pany in 1946 and, 
until his new ap- 
pointment, was 
assistant adver- 
_tising manager. 
| Prior to the war, 
'Mr. Smith was assistant to the 
| advertising manager of Tide Water 
| Associated Oil Company. 


Hugh Smith 


| Names Harold Requa 


Harold P. Requa Jr., partner }) 
|Armstrong, Requa & Associate-, 
San Diego agency, has been ap- 
pointed advertising and public re- 
lations director of Sun Harbcr 
Packing Company, San Diego. 


Ayer Ups Lindfield 

Harriet Hubbard Ayer of Ca - 
ada, Montreal, has appointe' 
Mary O. Lindfield as director ‘! 
promotion and training. Mi-s 
Lindfield has been with the con - 
pany for three years as supervis: ° 
of the contact and educational dé - 
partment. 


Conroy Joins BFS&D 

J. Robert Conroy, formerly wi’ 
J. G. Berens Organization, Ne’ 
York public relations counsel, h:s 
joined the public relations staff :! 
Brooke, Smith, French & Do:- 
rance, Detroit. 
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: More Sales at Lower Cost......... 
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gue OF ALL 
a FURNITURE STORE SALES* : oe — 
Yast ARE MADE IN THE | — . 


608 


“sa PRINCIPAL TRADING 
8. CENTERS 


Lee 


*Including Radio, Appliance and Home Furnishings Stores. $ 
Ot Y 
ran- () $ 
a ie 3 $ 
E x of Cosmopolitan’s net paid circulation of over 2,100,000 is . 
concentrated in America’s 608 Principal Trading Centers and the trading $ 
areas of the 10 Multiple Markets. Over 76% of all furniture store sales are < 
7 made in this “PROFIT MARKET.” $ 
the $ 
‘ater 
‘ @ No other multi-million circulation magazine in the weekly, monthly or $ 
women’s service field offers as high a percentage of circulation concentration 
aes, in these top volume markets. 
ap- 
| a° 
= e Your cost per page per 1000 readers for this concentrated ‘‘Profit Market” 
coverage in Cosmopolitan is only $2.42 for black and white, or $3.61 for 
col 4 colors — close to the lowest rate available in any volume magazine regard- 
oes less of where its circulation is delivered. | 
vis 


Sell the “Profit Market” first 
with G osmopolitan 
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Specter / 
SKINLESS 


oe 

| : * "It's the merchandising answer to 
an advertising man's prayer ... 
That's why THIS WEEK Magazine holds 
such an important spot in our 1948 
Skinless frankfurter campaign." 

W. R. Hemrich 

Sales Promotion Manager 

Visking Corporation 


* "Our advertising must be built 
around a mass medium that 
reaches all kinds of people -- 
and millions of 'em. That's 
why THIS WEEK Magazine is on 
our list ... (It) cuts deeper 
than the usual magazine audi- 
ence -- for THIS WEEK is part 
of America's leading Sunday 
newspapers." 

R. L. Harris 
Advertising Manager 
American Chicle Co. 


*From trade paper announcements 
to their dealers. 
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Here's a sporling proposition 


to  pEove that it sells 


5 io half-year mark is coming up. That’s 
a good time to take a look at how your 1948 
campaign is going — and how it might be 
going. 

Why not try THIS WEEK Magazine 
on your list for the second half—and meas- 
ure the difference its “5th Cover” makes? 

Measure it in the stores. Watch what 
happens to dealer-orders, and dealer- 
cooperation, when your magazine advertis- 
ing works as part and parcel of the dealer’s 
own local newspaper. 

Measure it in the home. Watch how 


THIS WEER 
PO 95 < 


much difference it makes when you catch the 
whole family at the moment when they’re all 
shopping through the Sunday newspaper. 

And measure it in your key markets—in 
and around the big-volume, big-city mar- 
kets that mean so much to you from a sales 
standpoint. 

You'll probably find a difference worth 
noting. And there’s good reason why. For 
inside that “Sth Cover” is a magazine reach- 
ing 19 million readers, in over 84 million 
homes — every 4th home in America. A 


magazine that has proven itself in sales. 


—— = 


‘AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


*Saturday Edition 


Des Moines Sunday Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 
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AGENCIES and PRINTERS MAKE MONEY 
on'local advertisers with Syndicated 
Sportangles..., MAT SERVICES! 


By using ovr mat services you can cut 
production costs to the bone for local 
advertisers and you can satisfy them 
with far less worry. We have clever 
cartoon series (52 weeks each) for 
sporting goods stores, auto dealers, 
garages, tire recappers, taxicabs, clean- 
ers, florists, insurance agents, appliance 
stores, liquor stores, beauty shops, res- 
tavrants, and several general cartoon 
series which can be readily adapted to 
several different types of business. Work 


| Meredith Appoints Two 


Clive R. Fisher, ee rep- | 
| resentative of Glamour and H ouse | 
|& Garden, and Samuel J. Nield, | 
{formerly a general promotion de-| 
|partment field representative of | 
Meredith Publishing Company, 
| have joined the New York adver- 
'tising staff of Better Homes & 
|Gardens, published by Meredith 
Publishing Company. 


‘Hoover Promotes Four 


Hoover Company, North Can- 
ton, O., has promoted four execu- 
tives to the position of assistant | 
bees -presidents. They are: 
Henry Hoover, executive assist- | 
ant; H. W. Hoover Jr., director of 
public relations; Clarence H. Holl, 


"That's a smashing forehand 
you have there, Peabody.” 


done by seven different top flight car- 
toonists. 


For complete money making information ant. 
and the exclusive for your city on these 
services write quickly to 


LIL-AD FEATURES 
10612 E. Hazard, RFD 3 
Santa Ana, Calif. 


Changes Linage Figure 


Toronto, erred 
February advertising 
32,292 lines (AA, Feb. 16). 


|assistant director of sales, and Cc. 
|'Gordon Troxler, executive assist-| made strong cases at the two-day 


Canadian Homes & Gardens, 
in reporting its 
linage as 
The | 
figure should have been 21,837) 


lines. 
. 
‘sonens Seceneian aosoer= ears Typography 
ee | 
es pee esc | — In Make-Up 
ent ee he | ~ « « In Press Work 


For the second time in four years, The Daily Oklahoman 
has been selected for special recognition in the N. W. 
Ayer annual typographical awards. In 1948, The Daily 
Oklahoman placed second to The New York Herald- 
Tribune among standard size U. S. newspapers with cir- 
culations above 50,000. 


The management of The Oklahoma Publishing Company 
accepts this honor, not as a tribute to any individual 
achievement but rather as a testimonial to a spirit of de- 
partmental cooperation which moved the paper from fourth 
spot directly behind The Herald-Tribune, the New York 
Times and the Christian Science Monitor in 1945 to second 
position in 1948. 


The staff of The Daily Oklahoman finds in this accom- 
plishment a pleasant reward for past effort, but even more 
a stimulus for the future .. . a challenge to provide each 
year a more attractive newspaper for readers and a more 


powerful sales presentation for advertisers. 


THE DAILY OKLAHOMAN - OKLAHOMA CITY TIMES 


Tue Oxtanoma PusuisnHine Co.: THe Farmer-StockMan — WKY, OkLaHomMa City — KVOR, CoLorapo Sprincs 
KLZ, Denver (Affiliated Management) — RepreseNTED BY THE Katz AGENCY 


which has primary responsibility 
for liquor labeling and advertis- 
ing, wrote the committee Monday 
that it believes further legislation 
|against liquor ads is a matter for 


Senate Committee 
Ponders Problem weer itself to determine. 
In its appearance before the 
l 
of Liquor Ad Curb Sees Se 


tacked at the hearings is largely 
| Wasnincton —A constant bar-/| Within the law. 
rage of “Dry” pressure from the) A spokesman for the FTC said 
“grass roots” left members of the! he felt the problem rests with the 
Senate interstate commerce com-. @!cohol tax unit, but that he would 
| mittee searching last week for an|Welcome the chance to rule or 
acceptable way of eliminating liquor ads if Congress decides t 


“objectionable” advertising for Pass it on to his agency. 
‘alcoholic beverages. | “I always like to broaden the 


| Foes of three proposed bills lim- | Scope of my work,” the FTC wit- 
‘iting liquor ad copy admittedly | Mess said. 


hearings a week ago, but Senate Total Was 523.4 Pages 

members find it hard to forget the) The Canadian magazine linage 
almost daily trickle of calls, let- tabulation for April, 1948, which 
ters and inquiries from substan- appeared in the April 19 issue of 


tial citizens who want liquor ads| ADVERTISING AGE, was added in- 
curbed. correctly, showing a total of 423.4 


In opening the hearings, Sen. | P28es. The total should have been 
on ,| 523.4 pages. 
Clyde Reed (R., Kan.) pointed out 


that some of today’s liquor copy 
is offensive to many committee Morton Names WF&D 
Morton Products, Inc., Cleve- 


members who are by no means land " c ‘et d 
sympathetic with Dry objectives. ‘4nd, maker of proprietary drug 
ymP Kony products, has appointed Wiley, 


See Possibility Frazee & Davenport, New York, 


Some observers believe legis- | t® handle its advertising. 
|lation would easily pass the Sen-) 
/ate if an acceptable bill is found | 
'and voted by the committee. 
Committee members feel that| 
they failed to get any assistance | 
from the interested government 
agencies or industry groups in 
discussing the issue during the| 
hearings. 

Industry members ‘icneninsill 
|effectively that the efforts to im- 
pose “good taste” by law involved | 
almost insuperable administrative | 
problems. | 

They also argued that legisla- 
tion against liquor ads was dis-| 


criminatory, and that it might be| 
a precedent for future legislation | 
against drugs or other commodi-| 
ties. | 

Treasury’s alcohol tax _ unit, 


quality advertisers, 
reaching the great — 


educational market ; 


BEAVERITE PRODUCTS. INC. 
ae tapos tna Poe bns 
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WASHINGTON—Department store 
sales in the week ending April 17 
were off about 2% from the pre- 
ceding week but were 8% ahead 
of dollar volume in the cor- 
responding week last year, accord- 
ing to the Federal Reserve Board. 

Best showing for the April 17 


week was in the Southwest. The 
llth district gained 25%, with 


Houston sales up 32%, Fort Worth 
up 26%, Dallas 21% and San An- 


DEPARTMENT STORE 


~~ SALES INDEX 


1935-39 EQUALS 100! 


Week to Apr. 17, ’48.*p293 
Week to Apr. 10, ’48* .298 
Week to Apr. 3, ’48*. .280 fF 
Week to Apr. 19, ’47* .271 
Week to Apr. 12, ’47*.266 F 
Year of 1947.......... 285 Ff 


*Not adjusted seasonally. 
pPreliminary. 


tonio 18%. In the 10th diStrict, 
Oklahoma City and Tulsa had 
25% increases and Wichita 22%, 
and the district’s gain was 14%. 


The Boston (first) area had a| 


2% gain, the lowest reported. De- 
creases among individual cities 
were those of Akron, down 4%; 
San Francisco and Newark, down 
2%: and Boston and Miami, down 
1%. 


Week Ending 


i 


Yr.-to-Yr. % Gain 


Federal Reserve Apr. Apr. Apr. 

district and city 3 10 17 ‘| 
UNITED STATES. .—12 13 8 
Boston District....—17 12 2 
New Haven ..... —29 5 3 
POT T Cee —16 11 --1 
Springfield ...... —17 13 4 
Providence ..... 19 14 5 
New York District.—11 rio 6 
yr —12 ri2 --2? 
a ae —15 2 13 
oP ys rae —1l1 rii 8 
Rochester ...... —4 2 4 
BPVRCUSO «2. ca ces —17 rii 1 
Philadelphia Dist..r—12 14 3 
Philadelphia ....—12 10 2 
Cleveland Distriet.—15 11 8 
pee eee 20 8 } 
Cincinnati ...... 21 Ss 2 
CINE sb wecess 16 1 Y 
CORBMIDUS .2ccces 22 18 16 
Ee 5 15 14 
Pittsburgh ..... -14 12 7 
Richmond District .—20 15 5 
Washington ..—20 10 7 
Baltimore ...... -19 19 2 
Atlanta District —1l14 ri7 12 
Birmingham —13 15 12 
0 EA ee —12 —" —1 
IR, a's & & © 0% —14 10 16 
New Orleans ....—27 58 12 
Nashville ....... 16 —4 4 
Chicago District. ..—11 13 10 
Chicago ........ 16 12 5 
Indianapolis —19 5 9 
| re | 12 13 
Milwaukee ...... —3 25 19 
St. Louis District. .—11 20 11 
Little Rock ..... i4 17 23 
Louisville ...... -——3 17 6 
eee —13 17 9 
MEOMIMRIS 2a cesses —17 24 % 
Minneapolis Dist... ° ° ° 
Minneapolis ..... . ° = 
OS! ae ° e ° 
Duluth-Superior. Se a ° 
Kansas City Dist... ~5 23 14 
rrr 10 15 6 
: ld er —13 32 22 
Kansas City..... 0 29 Ss 
SH. SOGOPR «.220% —18 4 10 
’klahoma City... —4 19 25 
>» (err 4 31 25 
Dallas District .... —3 17 25 
oer 11 16 21 
Fort Worth ..... —12 23 26 


THE NEGRO 


MARKET IS 


rERRIFIC! 


> million American Negroe 

9 billion dollars a year! If i 1 
0d, drinks, goweny. or any other 
roducts to sell, reach this big buyin 
ublic through the Negro papers and 
‘agazines. Interstate Uni News- 
Po ge ant, SS —_ Ave., N. Y., can 

Ow i 

ublications advertising in these 
Tofits! Write us today. 

NOTE: We now have facts compiled by the 

a ® Research Co. of America on brand 

a erences of Negroes from coast to coast. 
rite now for this free information. 


reap big markets and | 


MAXWELL OFFERS 
THIS DOMINANT LOCATION 
on the World-Famous Atlantic City Boardwalk. 


PE | sii 6 oS ke 11 35 32 

Men Antonio .... 318 -—7 18 Size—42 feet by 90 feet. 

San Francisco st. 9 y * *L ete ° 
cnhataditen a8 - Visibility—34 of a mile, head-on. 
Oakland ........ . . . Traffic—all pedestrian. 

Be angie GE Bo. Attention Value—1|00%,. 
Salt Lake City... —5 31 33 Coverage—National. 

_ WOREe sees sess. sae ls Mi Circulation—1 8,000,000 yearly. 
r—Revised. 

WRITE TODAY 


*Data not available. 


List Appoints Cioe 

Gene Cioe, formerly with Cole 
& Mason, Chicago, has been ap- 
pointed Chicago representative of 
Jacobs List, Inc., Clinton, S. C. 


Y The R.C. Maxwell Co.] 


Atlantic City, N. J. 


||... WHERE 282 MILLION DOLLARS WORTH 
OF APPAREL WAS PRODUCED IN '47 
—UP 500% IN TEN YEARS’ 


mo" The Los Angeles Examiner covers 
i. ) this market more thoroughly than 
» any other paper. It’s Southern Cali- 
ea fornia’s favorite—with more readers 
than any paper west of the Rockies. 
Because it packs such a telling-selling punch, 
it’s a standout as the number one paper in 
any combination chosen to cover America’s 
third largest market. 


The Los Angeles Examiner knows more 
about Los Angeles and the Southern 
California market than anybody else! 
Whether you’re interested in apparel 
or in 17 other retail classifications, 
our Sales Operating Control gives you the block 
by block market data you need for more effi- 
cient—more effective selling. 


Said a Zone Sales Manager: 

“This is the greatest service any newspaper ever 
did . . . with it we can set-up territories in 
which each dealer will be protected from other 
dealers—it will enable us to intelligently con- 
trol this through discussions of factual infor- 
mation on the territory and its possibilities.” 


*Apparel Markets, 1947 


“Ht puts the market in 
yourtlap!l’’ Aska 
Hearst Advertising 
Service Man about 
Sales Operating in 
the Southern Califor- 
nia Market.” 


A Hearst Newspaper — Represented Nationally by Hearst Advertising Service 
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NEED HUMAN-INTEREST RESEARCH? 
Alexander McQueen serves national ad- 
vertisers with keen human-interest stories 
on their products. Popular, interesting, 
true. 
ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Il. 


Elects Prechter 

| George W. Prechter Jr. has been 
}elected president of Transporta- 
tion Advertisers, Inc., New Or- 
leans, succeeding the late J. Earle 
|Owings. Mr. Prechter has been 
with the company for the past 13 


‘Business Week,’ 
‘Fortune’ Gloomy 


now. This time there would be! ing levels. As to whether the con- 
nothing left but the whip.” trols would be used in time, “it’s 
_ Fortune sees profound differ-|an open question whether or not 
ences between the defense effort) this stage would add the crippling 
of 1939-41 and 1948; the current! confusion of runaway inflation to 
mobilization finds the domestic|the unavoidable pangs of mobili- 
economy tight as a drum—the zation.” 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that is 


economic prospects 


not afraid of the future. 


small ray of hope. 


New YorK—Fortune took a look | 


at prospects for the American’ ; . 
economy under limited mobiliza-| Accordingly, Fortune believes| would be weaker then. If that’s 


tion in its May issue, and con-| W¢ Will have to trade some butter | true, he’s crazy. It would be easy 
cluded that there will be some|for guns. It sees no necessity for| to mobilize from a depression. But 
|stringent belt tightening. - 
| And in its April 24 issue, Busi- domestic consumption is cut 5%|ful than mobilizing today’s pros- 
ness Week also examined the im-| through pricing, credit and tax perous economy.” 

plications of partial mobilization. | Policies, and (2) non-essential in- | oe. . 

The magazine went a step farther| Vestments are discouraged (i.e.,| Ajj Crosby Foundation 
than Fortune, looked at American 


|war, and failed to find even one 


The implication of the study is 
clear: Another war would mean | pelieves. It says that the adoption 
the end of the American incentive| of Universal Military Training 


system. Said Business Week: “All| would eliminate the normal veloped by the foundation, which 
\the candy has been passed out} growth of the U. S. labor force,|served as liaison between inven- 


Phone RAV. 9010 years. labor force almost wholly em-| In a final burst of gloom the 
| ver e e Uj ure |ployed, plants humming at ca-|article concludes: “There’s a 
pacity. theory around that Stalin is hold- 


ing his fire until the U. S. has a 


Butter for Guns depression, with the idea that we 


‘total controls, provided that (1) | there could be nothing more pain- 


those which do not actually al ° . 
rearmeament). Inventions to Gerity 

“If military demand for men| The Crosby Research Founda- 
and materials is stepped up, we) tion of Hollywood has contracted 
shall have to cut their use in other t© give the Gerity-Michigan Cor- 


” |poration, Adrian, Mich., manu- 
sectors of the economy,” Fortune facturer of automotive and plumb- 


ing parts, the right to manufac- 
ture and market all inventions de- 


another 


and that shortages of oil, steel,| tors and manufacturers during the 


J: Mut 


In the state of Kansas, where agricultural wealth is at the 
highest peak in history, farmers read one publication with 
a degree of unanimity that is almost unbelievable. 


That publication is The Weekly Kansas City Star. In 
Kansas alone The Weekly Star has not only more circula- 
tion than any other farm paper, but more circulation than 
any daily newspaper or any weekly, monthly, semi-monthly 
or bi-weekly magazine published inside or outside the state. 


The Weekly Kansas City Star employs no premium offers, 
no insurance tie-ups, no clubbing arrangements or any other 
circulation inducement of any sort except the editorial con- 
tent of the paper. 


The Kansas Edition of The Weekly Star may be bought 


separately—137,000 circulation for 70 cents a line. The 
price for the total circulation, 441,000 circulation, is $1.50 


a line. 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441.392 Paid-in-Advanee Subseribers 


metals and power are foreseeable. | W4r. : 
Business Week agrees that we|.. The foundation is headed by 


, . .4|Larry Crosby, whose brother, 
have just about reached the limit | Bing, is a major stockholder. The 
of our peacetime defense spend- 


. 2 ‘ . : Harley Earl Corporation, Detroit, 
ing without seriously dislocating a ‘engineering and design consultant, 
delicately balanced economy. It! will provide product styling, de- 
notes that in 1939, 75% of the na-|sign and marketing consultation. 
tion’s output of goods and services Products will be distributed 
'was used to satisfy personal de-| through Gerity’s 14 regional sales 
\mands. By 1944, only half of the | Offices. Albert Frank - Guenther 
| output was available to the con-|L@W, New York, is the agency for 
pamten | Gerity. 


Would Hit Consumers Hard = Vita-Pakt to Mackay 


However, in °44, the country| Wallace Mackay Company, Se- 


: - attle, has been appointed to 
was producing 75% more than in @ : 
39, so that there was more for handle the advertising of Vita- 


| Pakt Associates, Seattle, a new 
_consumers at the war peak than company which juices oranges and 
in peacetime. “Today,” it says, distributes through dairies. A test 
\“the consumer is getting nearly campaign has been launched in 
| three-quarters of the nation’s out- daily newspapers. 

| put, but it is three-quarters of an 
‘output already very near ca- 


woe get even as much muni- @ EXPORT 180) 


‘tions as we did before, consump- 


‘tion once more would have to be TRADE & SHIPPER 


‘limited to about half of the na- 7 ; 
Circulates in the U. S. A. 


| tional output. And this time that 
| would mean a sharp drop in what’s 


available for civilians.” It is read 
Business men and labor~ both 

would have tougher assignments by Export Managers 

—and less pay. Business Week : of 


foresees the necessity for controls 
to assure military production and LEADING AMERICAN 
MANUFACTURERS 


to prevent inflation, if we pass 
beyond our present defense spend- 
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This is Free Speech Mike~—symbol of America’s 
most vital freedom. He was conceived with the 
Declaration of Independence and is a unique figure 
in a world in which dictatorships have thrived only 
through the absence of free speech. Even in Amer- 
ica, Free Speech Mike is unpopular with certain 
groups—folks who have a distorted idea of their 
own greatness or who have been swayed by strange 
philosophies born overseas—men and women who 
would destroy American liberty to further their 
own selfish ends. True Americans see in the free- 
dom of radio and the press an assurance of the 
privileges and opportunities found only in the 

— American Way of Life. WJR and its affiliated sta- 

a" tions, WGAR, Cleveland, and KMPC, Los Angeles, 


5 O O O O hope, through Free Speech Mike, to keep Americans 
A 


ever concious of the true principles of Americanism. 


THE GOODWILL STATION Detroit 


= 


ee 


ADVERTISING MEDiumM 


|) MICHIGAN's 
; GREATEST 
<. 


Cc. A. RICHARDS 
Pres. 


HARRY WISMER 
Asst. to the Pres. 
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NOTING OF ADVERTISEMENTS 


*MEN and WOMEN COMBINED 
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*MEN and WOMEN COMBINED 
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MAGAZINE AGE 


MAGAZINE 
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MAGAZINE 


* These charts are based on the men and women combined readership 
findings in the current issue of the Dr. Starch Consumer Magazine Report, 
year ending June 1947. Comparisons are between monthly and home 
service publications, weeklies and Pictorial Review. 
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COVERING 10 MAJOR MARKETS THROUGH THE SUNDAY ISSUES OF 
New York Journal-American Detroit Times Boston Advertiser San Francisco Examiner 
Baltimore American Chicago Herald-American Los Angeles Examiner Seattle Post-Intelligencer 
Pittsburgh Sun-Telegraph *Milwaukee Sentinel 


he charts to your left. 


he cream efAmerica’§ writers and artists tmsures 


rertising 


i@ Pictori Syiew. And since the number of p e issue is 


¢s of advertising 


limited, visibilit matched! 


If}your yardstick is\@irect results, then read below about just fo 


typical sales 


ug€cesses enjoyed by advertisers in Pictorial Review. 


Lamilton Koss soia$406,400.00worrh Hamburg Brothers ot Pittsburgh co 


of lamps, dinner sets, blankets, etc., direct pletely sold out of Dorsey records as a result 
through retail outlets in Pictorial Review cities. tying in with the “Fabulous Dorseys” color pa 
published by United Artists. 


Liberty Coach COMpany receives  D. Van Nostrand soidover$90,000.00 
rth of Home Mechanics Handbooks at $5.95 


each through a coupon offer in Pictorial Revie 


25,200 coupon inquiries about their automobi 


trailers advertised in Pictori 


Ipc Coen 614 Miillione Homi frame load lo Coal 


("Milwaukee Sentinel represented for Pictorial Review only) 


A HEARST PUBLICATION — Represented Nationally by HEARST ADVERTISING SERVICE 
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19% of Stores Use 
Display Material 
from Advertisers 


New York—Point of Purchase 
Advertising Institute has just 
found in an analysis of replies in 
a survey of 150 national advertis- 
ers, that 79.2% of display material 
which retailers receive from them 
is used, said Norman F. McKean, 
executive secretary of the insti-| 
tute. 

Fifty-nine per cent of the ad- 
vertisers replied that their in-| 
terior displays are installed in| 
stores by company representa-| 
tives; 42% are mailed on request, | 
and 27% included in product ship- | 
ments — some of the advertisers | 
employing more than one method. 

As for window displays, PoPAI 
found: 32% are mailed on request; 
28% are installed by company 


by installation services. 


Methods for Increasing Use 


Methods of increasing display 
use, cited by the participating ad-| 
vertisers, are: 

1. Closer supervision 
who install the material. 

2. Use of installation companies | 
—regarded as “more expensive | 
but effective.” 

3. Education of salesmen and) 
dealers to the value of display. 

4. Elimination of mass mailings. | 


|'to use more display material, as| 
'do 63% of semi-self-service stores | 


5. Pre-testing to determine) 
salesman and dealer acceptance. | 

Display advertisers in the drug | 
field estimate that 79.6% of their 
material is used, and grocery man- 
ufacturers believe 85% of theirs 
is used. 


Data for Groups Given 


In the drug field, Mr. McKean 
found that 60% of interior dis- 
plays and 21% of window displays 
are installed by company repre- 
sentatives; that 12% of interior | 
displays, 36% of window displays | 
and 7% of exterior store displays 
are installed by display firms; 7% 
of interiors and 5% of windows 
are handled by jobber representa- 
tives; 57% of interior displays, 
52% of window displays and 10% 
of exterior store displays are) 
mailed to the store on request; and | 
55% of interior displays, 21% of 
window displays and 2% of ex- 
terior displays are included in' 
shipments. 

In the grocery field, installa- 
tion by company representatives | 
dominates even more. Company | 
representatives install 97% of in-| 
terior displays, 45% of window 
displays, 24% of exterior store 
displays; display firms account for 
16% of interior displays, 34% of 
window displays and 21% of ex- 
terior displays; jobber representa- 
tives install 34% of interiors, 13% | 
of window displays and 18% of 
exterior displays; 21% of interior 
displays are mailed to store on re- 
quest, as are 16% of window dis- 
plays, and 3% of exterior displays; 
5% of interior displays are in- 
cluded in shipments, as are 5% of 
window displays and 3% of ex- 
terior displays. 


Separate Drug Study 


In a separate study among in- 
dependent drug stores, Mr. Mc- 
Kean found, based on 218 replies, 
that (1) display cartons are used 
regularly by 44%, occasionally by 


53%, not at all by 3%: (2) that 
60% prefer to have a manufac- 
turer install a window display: 


(3) that the average size counter 
display desired is 11” wide, 1234” 
high, and 81%” deep: (4) 69% said 
most displays are easy to put to- 
gether, with 20% saying “all” are 
easy: (5) 59% of the druggists 
said they use 75% of the display 
material received, 20% use all the 


| play 


material, 15% use half of it, 6% 
use a quarter of the material re- 
ceived; (6) when asked how much 
of the cost druggists should be 
asked to pay for permanent floor 
or counter display cabinets, drug- 
gists voted 37% for none of the 
cost, 38% for one fourth of the 
cost; while 21% thought 50% of 
the cost fair, 3% voted for 75%, 
and 1% thought total cost fair; 
(7) 538% of the druggists thought 
they would use the same amount 
of display material in the future, 
41% thought they would use more, 
and 6% thought they would use 
less. 


‘PROGRESSIVE GROCER’ 
FINDS DISPLAY USE UP 

New York—Last fall Progres- 
sive Grocer released a survey it 
had made on “What Store Display 
Material Will Food Dealers Use?” 
which reported that 65% of all 


stores expected to use more dis- 
play materials in the future, with 
33% 
amount. 


expecting to use the same 
The survey, 


71% of self-service stores expect 


and 53% of counter-service stores. 


The survey also asked grocers | 
to list their order of preference) 
of thosé for “regular use” of 20 standard | 

|display items. 


The results: 


% % % 
Will Will Will 
Use Use Not 
Reg. Occa'ly Use 
Wall Posters for 
| Produce Dept. ..... 49 24 27 
| Strips for Gondola 
and Shelf Molding. 40 27 33 
Cardboard Floor 
pS eae 39 44 17 
Window Banners.. 38 41 2 
Over-Wire 
eer erer ee. 1S 32 40 
Easel-Back Cards 
for End & Floor 
 Jenceuaecosn % 35 41 24 


Tuck-in Cards for 
End & Floor Dis- 
Pe are 38 2 
Recipe & Contest 
Pads & Envelopes. 34 43 23 
Wall Posters 
(general) q 
Window Cut-Outs.. 28 
Magazine Ad Re- 
a a eee ee | 57 20 
Light Cord Dis- 
plays 
Small Vending Car- 
| aPPrre rc see 
Floor Cut-Outs.... 2 
Masel-Back Cards 
for Meat Case Top. 21 42 37 
Window & Door 
Decals 
Meat Case Stickers 18 30 
Easel-Back Cards 
forGrocery Counter 15 33 52 
Lapel Cards, 
Buttons 
Easel-Back Cards 
for Check-Out .... 
The magazine remarks in a fore- 
word that many grocers qualified 
their responses: “If the product 
advertised carried a_ satisfactory 
margin, if dealers thought well of 
the manufacturer, if they thought 
the advertising message was prac- 
ticai and capable of increasing 
sales, or if a display had a sea- 
sonal or news significance, many 
merchants’ said that displays 
would be used. If the displays in 
question did not satisfy one or 
more of these requirements, very 
often ... they would not use the 
display piece.” 


11 3 58 


Requires Careful Designing 


Progressive Grocer also noted 
that “during the past few years, 
many people engaged in food 
store merchandising have some- 
how gained the impression that 
the expansion of self-service was 
sounding the death-knell for man- 
ufacturer-supplied display mate- 
rial. .. Based on the findings of 
this survey it appears that this 
conclusion is erroneous. . Self- 
service store arrangement places 
more emphasis on display mate- 
rials that can be used directly 
with merchandise displays. . . It 
is true that self-service is demand- 
ing that display material be more 
carefully designed to meet the 
needs of self-service store ar- 
rangement.” 


based on titel 
representatives, and 25% installed|from 1,247 grocers, showed that) 


tarts; 


READY TO HELP—American Newspaper Advertising Network's advisory committee met in New York April 17. Seated, left 
to right, Harold V. Manzer, Worcester Telegram and Gazette; Joseph B. Dug 


York Times, chairman of the committee; E. 


an, 
M. (Ted) Dealey, Dallas News; Hugh P. 


ANAN legal counsel; Harold Hall, New 
Walls, Sacramento Bee. Standing, Charles 


J. Feldmann, Des Moines Register and Tribune; Stuart M. Chambers, St. Louis Post-Dispatch, ANAN treasurer; Daniel €. 
Moran, director of publisher relations, ANAN, and Edward D. Madden, ANAN executive vice-president and general manager. 


Spingarn in ‘LHJ’ 


Urges Government 
Radio Network 


New York—‘Surveys show that 
at certain times in the afternoon 
75% of the people who are home 
have their radios turned off; 33% 
of them keep their radios off all 


'afternoon.” 


To serve these people, who have 
their sets turned off, not because 
they don’t enjoy the radio, but be- 
cause they have no choice of fare 
in the afternoon hours, the gov- 
ernment should set up a network 
of new stations to fill in the pro- 
gramming gaps now left wide 
open. 

This is the line of reasoning ad- 
vanced by Jerome H. Spingarn in 
an article in the current Ladies’ 
Home Journal. 

He outlined his proposal for 
federally operated broadcasts as 
follows: 


Useful as Yardstick 


“It is possible to set up such a 
network of new stations without 
evicting present tenants of the air 
waves. The government, which 
has already licensed some 1,500 
standard broadcast stations, can 
see that certain broadcast bands, 
readily available, are used for the 
single purpose of serving the 
listener. A set of transmitters, 
supplemented by a few well- 
placed boosters, could cover the 
entire country, clearly and loudly. 

“It could not only satisfy the 
great demand for better programs, 
but might raise the general level 
of radio productions by serving as 
a yardstick by which the achieve- 
ments of commercial _ stations 
could be measured.” 

Mr. Spingarn suggested that the 
three government channels, their 
operation to be modeled on the 
example of Canada and New 
York (WNYC), should offer infor- 
mative and educational programs, 
continuous performance of light 
music with no announcements of 
any sort, and broadcasts of the 
great classics of music, literature 
and drama. 

Footnotes to the article included 
9n endorsement from Bruce 
Bliven, editorial director of the 
New Republic, who said he had 
gradually abandoned listening to 
commercial programs. 


Stokowski, Crosby Comment 


Leopold Stokowski, in a com- 
ment accompanying the article, 
cited America’s need for a non- 
commercial radio to offer the fol- 
lowing: 

Information on the latest de- 
velopments in science and the 
brief and free expressions 


of opinion on politics from all 
parties, without editing, without 
comment; entertainment for chil- 
dren; recordings of every kind of 
music; drama and poetry. 

Side comments also were in- 
cluded from John Crosby, Herald 
Tribune radio critic, who said: 
“The public—some of it —com- 
plains about daytime radio, but its 
feelings are not so strongly en- 
gaged it will fight for government 
radio. In the end, the only way 
to get good daytime radio is to 
heckle the commercial interests to 
the point where they provide it.” 

Dr. Rolf Kaltenborn agreed 
with Mr. Spingarn on the sad 
state of commercial radio, but dis- 
agreed with his remedy. 

“Why not suggest that the gov- 
ernment operate a newspaper 
chain and produce movies also?” 
he wrote. “The less government 
in any medium of communication, 
the better. There is another way: 
subscription radio.” 


Senate Restores 
Census Funds 
Cut by House 


WASHINGTON — The Senate last 
week officially approved a sizable 
restoration of funds for current 
Census programs during the next 
fiscal year, suggested a week ago 
by its appropriations subcommit- 
tee (AA, April 26). It voted $5,- 
623,000, compared with $3,889,- 
000 voted by the House. 

At the same time, the Senate 
voted to give the Bureau of Labor 
Statistics $4,250,000 for 1949, in- 
stead of $2,450,000 voted by the 
House. 

Both Senate actions are subject 
to revision following a meeting of 
conferees to reconcile the con- 
flicting Senate and House provi- 
sions. 


New Lithography Group 
to Exchange Knowledge 

Physicists, chemists, engineers 
and others in the lithographic and 
allied industries have formed a 
new organization for the exchange 
of information in the lithography 
field. 

The organization, for which a 
name is yet to be chosen, held its 
first meeting in Chicago recently, 
at which Michael H. Bruno, re- 
search manager of the Litho- 
graphic Technical Foundation, was 
elected president; William H. 
Wood, technical director of the 
Harris-Seybold Company, Cleve- 
land, vice-president; and George 
Wilhelm of Rand, McNally Com- 
pany, Chicago, secretary-treas- 
urer. 


Decca Plugs New Albums 


Decca Records, New York, is 
using full-page advertisements in 
50 cities to promote the new 
“Songs of Our Times” albums. 
Newell-Emmett Company, New 
York, is the agency. 


Baus Issues Guide 
to Publicity, PR 
Plans, Procedure 


Cuicaco—Not content with the 
success of his recent book entitled 
“Public Relations at Work” (AA, 
Mar. 29), Herbert M. Baus has 
just issued a voluminous and de- 
tailed treatise called “Tested Pub- 
lic Relations and Publicity Pro- 
cedure,” through the National Re- 
search Bureau here. 

The new volume, written in 
work-book format and bound in 
loose-leaf binder, is designed to 
help appraise an _  organization’s 
public relations, to assist in plan- 
ning and supervising the pro- 
gram and to provide a guide and 
reminder checklists to those en- 
gaged in the detailed work in- 
volved in carrying on such a plan. 

Mr. Baus admits that “this out- 
line is no panacea. . . There are 
many situations in human affairs 
which cannot be resolved by any 
formula alone, no matter how 
comprehensive, no matter how in- 
telligently conceived,” but he in- 
sists that properly used, his work 
can serve as a guide to public re- 
lations planning and execution. 


Two Main Sections 


The volume is divided into two 
primary sections, one on public 
|relations procedure and the other 
on publicity procedure. The first 
discusses the various publics en- 
‘countered by a corporation and 
‘how to improve company relations 
with each. 

The section on publicity dis- 

|/cusses planning, special events 
technique, telling the story in the 
press, magazines, house magazines, 
radio, movies, direct mail, signs, 
| pressure groups, schools and pub- 
lic relations advertising. 
Mr. Baus, lecturer and publi 
‘relations instructor at the Uni 
versity of Southern California 
has devised the treatise as the 
|principal feature of a new servic 
Subscribers will receive, in addi- 
‘tion to the volume, six month! 
‘supplements containing time] ¥ 
articles, commentary and case his- 
|tories, edited by Mr. Baus. Th? 
| price is $30. « 


. 
WGN-TV Lists Sponsors 
Station WGN-TV, Chicag: 
which last month made its debu 
now includes Sunbeam electr 
shavers, Goodall Company, an 
Nelson Bros. Furniture Compan 
as time buyers before and afte 
Cubs and Sox baseball games. |! 
Lorillard Company sponsors ha 
of the games. Atlantic Brewin 
Company foots the bill for t! 
weekly wrestling matches fro! 
Madison Athletic Club; B.V.] 
Corporation sponsors thrice 
weekly weather reports; Bulo\ 
Watch Company pays for tin 
signals seven times weekly, an 
Elgin National Watch Compan 
offers twice-a-week time signa! 
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Trailer Coach ‘Names Cole & Chason 


| Martin Henkin Foundations, 
4 Inc., New York, has appointed 
Ass n Wins Tr ade ‘Cole & Chason, New York, to 


handle its advertising. 


Association Prize 
Wasuincton—The Trailer Coach} ANPA Assigns Williams 

Vanufacturers Association of Chi- to Security Post 

ago, which operates on a $400,-| The American Newspaper Pub- 
100 budget, last week captured) lishers Association has designated 
rst prize for large trade asso-|Cranston Willims, general man- 

ciations in the annual awards con- | ager of ANPA, to represent the 


tests conducted by the American association as a member of the 
Trade Executives Association. Security Advisory Council set up 


by Secretary of Defense James V. 
Forrestal. 
The council will include repre- 


sentatives of press, radio, maga- | 
and 


zines and motion pictures, 
will aid the secretary in working 
out security and other problems 
in the public information file in 
which the armed forces are con- 
cerned. 


Sperti Faraday to R&R 
Sperti Faraday, Inc., Cincinnati, 

has named Ruthrauff & Ryan, Cin- 

cinnati, to handle the advertising 


> 

i * oat 

at 24 
i . 


|of its sun lamps and commercial | tising of the drug and cosmetic di- 
ultra-violet appliances. The visions of Sperti, Inc., of which 
| agency already directs the adver- Sperti Faraday is a division. 


, . ' | N C : ; | 
’ » ye 


First prize for smalier associa-_ 
tions, with budgets of $50,000 or) 
less, went to the Bicycle Institute. 
of America, New York, while top| 
prizes in the state and local) 
groups went to the Association of 
Ice Cream Manufacturers of New 
York State, and the Electrical As- | 
sociation of Kansas City. 


te In making the awards for the | 
irles 18th time, ATEA considered “dis- | 
| €. tinguished service to industry; to| 
ger. industrial development at large;) 
= or to the public as a whole or 

some important segment of the| 
e public.” 

It observed that an important) 
phase of the work of the 12-year- 
old Trailer Coach Manufacturers | 
Association was designed to in- 

the terest individuals in the profitable 
led operation of trailer parks and to 
LA, educate the public to the fact that 
has parks can be an asset to the com- 
de- munity. 
ub- How Budget is Split 
. Among the 10 principal items in 
the association’s budget was $200,- 
in 000 for advertising in national 
rm publications. The budget also in- 
60 cluded $45,000 for a 10-man staff; 
=~ $40,000 for a sound-color film; 
an- $20,000 for a yearbook; $20,000 
n0- for a trailer park guide; $18,000 
aad for a monthly house organ sent 
- free to 9,000 park operators and 
=a local chambers of commerce; | a 
lan $10,000 for a booklet “Planning | Gq 
at. a Profitable Trailer Park”; $9,000 <P 
ane for a special public relations cam- | e& 
irs paign on the advantages of living 
aay in a trailer; $5,000 for counseling 
amy and architectural services to pros- 
in pective park operators; and $3,000 
bn for certification and service facili- 
osk ties for trailer coach dealers. 
se- In addition, the association has 
a special $260,000 budget for two 
national trailer coach shows to 
publicize the industry. 
two Other Awards 
— Second-prize winners among 
est large associations were American 
on Meat Institute, Chicago; Automo- 
aad tive Safety Foundations, Washing- 
aes ton; Dominion Brewers’ Associa- 
tion, Ottawa; International Asso- 
lis- ciation of Ice Cream Manufactur- 
nr ers, Washington; National Retail 
the Lumber Dealers Association, | 
net Washington; National Screw Ma- | 
ans. a Products Association, Cleve- 
and, 
ub Awards of merit for small as-| 
bli sociations went to: American 
Ini Booksellers Association, New 
nik York; Industrial Diamond Asso- 
the Clation, New York; Orthopedic 
ie Appliance and Limb Manufactur- 
idi- ers Association, Washington; and 
h! Vitrified China Association, Wash- 
. ly ington, 
his- PE. ae 
th: {§ Westinghouse Expands 
Milk Cooler Drive 
Westinghouse Electric Corpora- 
q 4o:. East Springfield, Mass., is 
€X} inding its advertising cam- 
+ bain for electric milk coolers, 
F Wii: ads in 21 national and re- 
tr 810 al farm publications, includ- 
an ing Capper’s Farmer, Country 
an 4@ tleman, Electricity on the 
fte Fa’ n, Farm Journal and Progres- 
stv Farmer. 
re ‘he agency is Fuller & Smith & 
f- Ro s, Cleveland. 
Y) Nemes Tracy, Kent 
ice _ @ddy’s, the House of Sea Food, 
ov Ne ’ York, processor of fresh and 
in C-en sea food, has named Tracy, 
an Ke it & Co., New York, to handle 
an ‘ts advertising. Newspapers will 
al 5e used. 


Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 
readers—having the P.M. Mind—read ads deliberately. 
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POPULA 
POPUTA® 
POPULAR 
PORD LAR 


% That means ANYTHING from shoes to 


shampoo...razors to raincoats... ties to 


tires... watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, . 
railway vacation trips —a list without end. 


More than ONE MILLION circulation | 
. +» More than 4!> MILLION male readers | 
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Donaco Names Midland 


Midland Advertising Agency, 


Chicago, has been appointed to di- | 


rect the advertising of Donaco 


Plastics, Inc., Chicago, manufac- | 


turer of Saf-T-Dri Sea Shell 
dryer, a stocking and lingerie 
dryer for wall-mounting. Better 
Homes & Gardens, Good House- 


|keeping and House Beautiful are 
' scheduled. 


Appoints Buck 

Edward M. Buck has _ been 
named advertising representative 
of Hardware Retailer. He will 
|cover the 11 southern states, mak- 
‘ing his headquarters in Dallas. 


COSTS 


WHAT ABOUT THE SALES 
YOU ARE CONTINUALLY LOSING? 


30,000,000 


CIRCULATION 


WRITE BOX 1236, CINCINNATI, OHIO 


$1,000 


They can even put in their own soap! 


Dome: cermin! Bere dering More time of 
tee yee em Rowe eee) reeten Bente Creates 


Centennial Gives 
Double Prize for 
Dealer Signature _ 


SEATTLE—Adding a new wrinkle | 
to consumer contests, Centennial | 
|Flouring Mills Company has) 
opened a “double-your-win con- 
test” that provides a bonus to cus- 
tomers who obtain their grocer’s | 
signature on the entry blank. 

The promotion asks contestants | 
to finish, in 25 words or less, “My | 
family prefers hotcakes made with | 
Centennial pancake and _ waffle 
flour because .. .” 

Two-color 1,400-line copy in 
Seattle and Tacoma dailies and_/| 
smaller black and white space in 
other dailies of the Puget Sound) 
country announced the contest. 

A total of $3,600 in prizes is 
offered. First prize for the con-| 
|sumer is a Westinghouse electric 
or Wedgewood gas range. If the| gas refrigerator. The grocer who|Craig Smith, Gillette Safety 
}winner obtained the signature of| signed her entry will get $250 in| Razor Company, for the Associa- 
her grocer to her entry blank, she cash. In all, there are 108 prizes | tion of National Advertisers. 
'will also receive an electric or for both housewives and grocers, | ————— 


jand each housewife’s prize pro- Joins Ross, Gardner 


New! New! Mew/ 


a 


ad 


ANNOUNCES BENDIX GYROMATIC—This spread in the April 24 issue of The 

Saturday Evening Post launched promotion for Bendix Home Appliances’ new 

Gyromatic washer. The campaign, in single pages, continues in May issues of 

women's magazines, the April 25 issue of This Week Magazine and the May 24 
issue of Life. Tatham-Laird, Inc., Chicago, is the agency. 


States Daily 88,688* 
Sunday 267,356* 


*ABC Pablisher's 
Statement, 6 Months 
Ending Septerrber 30, 
1947 


NEW 


Times-Picayune Daily 162,824* 


Owning and Operating 
Radio Station WTPS and WTPS-FM 


EARN GREATER PROFITS FASTER 
IN THE SOUTH’S GREATEST MARKET 


It's follow-through that counts . . . in operating 
a crosscut saw, or placing an advertising 


schedule. 


Advertisers who follow the powerful morning 
Times-Picayune with the influential evening 
States are earning greater profits faster in the 


South's greatest market. 


It actually costs you less money per reader to 
advertise in The Times-Picayune and States 
morning-evening combination than in any other 


. 'vides a bonus for the grocer’s sig- 


| anton Jack D. Behr, formerly an ac- 

. . |count executive of J. B. Kiefer, 

To protect the double-your-win 'Los Angeles, has joined the copy 

feature, Centennial has copy-| and research department of Ross, 
righted all advertising material Gardner & White, Los Angeles. 


LANTERN SLIDES 


Honig-Cooper Company, Seattle, 
2" x 2" —3'/4" x 4" 


is the agency. 
BLACK & WHITE, KODACHROME 


Made to order 
for Presentations 
Sales Meetings 
Television, etc. 


HAYNES-PROVOST STUDIOS 


18 E. 41ST ST., NEW YORK 17, N. Y. 


BMB Television 


Committee Named | 


Members of the newly formed | 
television committee of the Broad- 
cast Measurement Bureau are: | 
William Fay, WHAM, Rochester, | 
and Paul Mowrey, ABC, for the! 
National Association of Broadcast- | 
ers; William Forbes, Young & 
Rubicam, and Howard Reilly, J. | 
Walter Thompson Company, for 
the Four A’s, and Charles Durban, 
U. S. Rubber Company, Carl Ple- 


Telephone: LExington 2-5579 


haty Jr., Standard Brands, and 


VERY SAD~~ 
He's A FORMER 
REPYBLIC AND 
GAZETTE MATIONAL 


AQ MANAGER — 
NOW HE CUTS OUT 
PAPER DOLLG~= 
WITHOUT PAPER, 


lonstitly asking for smaller copy or optional 


dates is frustrating to say the least! It happens less 
frequently today than in the past, but newsprint 
rationing in this burgeoning community sometimes 
makes it necessary. We'd like you to understand 
that we're doing everything in our power to carry 


your schedules as ordered. 


combination of media in the South's greatest 


market. 


TIMES-PICAYUNE 


ORLEANS 


Member 


Representatives: Jann & Kelley, Inc. 


REPUBLIC and GAZETTE 
STATES / 


ANANetwork 


Represented by 
KELLY-SMITH COMPANY 


New York @ Chicago @ Los Angeles @ San Francisco e Detroit 
Atlanta e@ Philadelphia @ Boston 
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Because of rising prices, the 

33,250 a year “necessary mini- 
num” budget announced several 
nonths ago by the Bureau of 
abor Statistics, should be raised 
200 to $3,450, claims the CIO 
Economic Outlook (AA, Dec. 22, 
1947). 

The Outlook, published by the 
C1O’s department of education 
and research, bases its revision on 
changes in the BLS “Consumer’s 
Index.” The budget is for a fam- 
ily of four. The Outlook repudi- 
ated one management argument 
that many families have two or 
more earners, citing a census re- 
port that “only one mother of 10 
in four-person families is working 
or looking for work.” 

at 


The major cost of developing a 
new industrial product is not in 
the research, but in the prepara- 
tion for production, C. E. Kenneth 
Mees, vice-president in charge of | 
research, Eastman Kodak Com-| 
pany, Rochester, has observed. He 
says that, of the total cost, “on 
the average only 10% is the cost 
of the laboratory work, 25% the 
cost of development to the pro- 
duction stage, and 65% the cost 
of preparation for production.” 
For that reason, industry must 
learn how best to choose only the 
research products “that will suc- 
ceed on the market.” 

Bs % %* 


One agency which should have 
been included in the $5,000,000- | 
$10,000,000 bracket in AA’s story | 
on billings on March 1 is the Ralph | 
H. Jones Company, Cincinnati and | 
New York. Among its 30 accounts | 
are Clopay products, Crosley} 
Motors, the range and refrigera- | 
tion sections of National Electrical | 
Manufacturers Association, Field 
& Stream, Kroger stores, and/| 
Stations WLW and WINS. 

Another, not included, was Ross | 
Roy, Inc., Detroit, which billed | 
$5,975,000 in 1947, chiefly on)! 
Dodge trucks and other divisions | 
of Chrysler Corporation. 

* * | 


Steel office equipment manufac- | 
turers say that one reason for the | 
current boom and bright future of 
the industry is that the number 
of seated workers in this country | 
has doubled in the past 10 years 
as a result of war and postwar in- | 
dustrial expansion. 

Roy Edgren, vice-president of 
the Corry-Jamestown Mfg. Com- 
pany, Chicago, says that the in- 
dustry doubled production in 
1947 over the best previous year 
and that sales, dollar-wise, were 
two and a half times that of the 
best prewar year. At that, pro- 
duction was limited to a few 
urgently needed lines such as 
desks and filing cabinets. ‘Short 
of war,” says Mr. Edgren, “we ex- 
pect to produce at least as much 
this year as in 1947.” 

* oe bg 


United Air Lines, which offered | 
youngsters attractive future pilot | 
and junior stewardess wings be- | 
fore the war, has resumed the | 
Promotion gimmick. Within the | 
past year, close to 50,000 junior | 
Stewardess wings and about 25,000 | 
fulure pilot wings have  been| 
£iven to boys and girls, with al-| 
most no fanfare. Many of. the| 
st’ wardess wings were awarded to_ 
£1'ls who completed a United Air 
Liies junior stewardess training | 
course, which was promoted in 
CCijunction with a New York 
d ess manufacturer. Miniature 
Diistie replicas of United planes 
alo have been made available to 
‘a ge luncheon groups as favors in 
recent months—again with a min- 
um of publicity. 

% * * 

\utomobile manufacturers are. 

4\ ietly telling their dealers to get, 


back into the used car business. 
Typical example is that of T. H. 
Keating, general sales manager of 
Chevrolet division of 
Motors Corporation, who has just 


completed a nationwide tour of| 
Keating | 


Chevrolet dealers. Mr. 
urged them to start setting up 
used car departments and stop 
wholesaling cars. 

Meanwhile, in Detroit, used car 
prices have jumped from $100 to 
$400 within a week, 


to $100 more. Most second-hand 
merchants think this will be the 
last Big Sale, and are whooping 
it up with more ad space than 
they have used in nine months. 


Last month, in fact, it was estimat- 


ed that ad revenue from used car 
dealers’ agate ads in Detroit’s 
three dailies would exceed income 
from display ads for new cars. 


General | 


although | 
dealers are only paying from $50) 


In 1947 “The Sure-Crop Area” harvested ‘ 
5,793,000 acres of hay, second in the Nation 
only to the Dakotas with 6,968,000 acres. 
Other high producing areas were: Wisconsin, 
4,134,000; Nebraska, 4,017,000, and Minnesota, 
4,009,000 acres. 


‘THE WESTERN | 


FARM LIFE ~ 
reaches the Nations — 
NO. 2 MARKET FOR | 
HAY HARVESTING 
- MACHINERY © 


This “second market” for haying machinery 
is served by THE WESTERN FARM LIFE, one 
of the Nation's leading Farm and Livestock 
publications. In the 8 Mountain States: first in 
Circulation; first in Advertising Linage; first in 
Reader Service. 
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| Bt See 
? ween P we Gs Sivwed = 


sexe THE WESTERN FARM 
LIFE —Circulation 131,592 
(Dec. 15, 1947), Total Farms 
in “The Sure-Crop Area” ; 
163,098. 


“DENVER, COLORADO gies _ 
Representative; THE KATZ AGENCY, ie 
* Chicage * Detroit * Atlanta « Dallas 


San Francisco ¢ Los Angeles 


National Representatives . . 
Los Angeles ° 


New York ° 
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OES YOUR ADVERTISING stop short of one of your 

best markets? It does if you're not advertising im the 
Billion Dollar Valley of the Bees. Coast newspapers just 
don’t get around in California’s great inland market, any 
more than Cleveland papers do in Pittsburgh. 

You need strong /Jocal papers to reach prosperous 
Valley people—people who annually spend 250 million 
more for retail purchases than all San Franciscans.* You 
need the three Bee papers on your California schedule. 

In an area containing three quarters of all the Valley's 
buying power, these three McClatchy papers far outcir- 
culate and outsell any competitive combination. 


*Sales Management's 1947 Copyrighted Survey 
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THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 


O'Mara & Ormsbee, Inc. 


Detroit * Chicago * Sen Francisco 
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Remember 
WM. F. RUPERT) 


Cowles, Watt Directors 


lication Reports, 


| farm publications. 


Directors of the new Farm Pub- 
in addition to 
those listed by AA, April 26, are 
Compiler of national birth W. H. Cowles of the Washington 
lists EXCLUSIVELY for the’ Farmer, and Leslie A. Watt, Poul- 


past fifty years. try Tribune. Mr. Watt is also 
90 Fifth Ave., New York 11 president of the organization, 
CH 2-3757 | which measures advertising in 46 


185 North Wabash Avenue 


O. A. FELDON & ASSOCIATES 


Publisher’ Representatives 


Chicago 1, Ill, 


Dearborn 5272 


Bakers Step Up 
Ads as 1948 Wheat 


Prospects Improve 


Cuicaco — With prospects 
mounting last week for a one bil- 
‘lion bushel wheat crop, the Bak- 
ing Industry Promotional Program 
announced that the theme of its 
advertising will change in May 
\from conservation of bakery prod- 
‘ucts to direct sales appeals keyed 
to the phrase, “Go Ahead—Enjoy 
Them.” 

S. T. Ramey, promotional direc- 
‘tor of BIPP, said that Europe’s 
mild winter increased greatly the 
likelihood of a big wheat crop this 
summer, and cited a Department 
of Agriculture report that revised 
upward its estimate of the 1948 
yield. 

Mr. Ramey said that the new ad 
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GREAT MINDS HAVE PURPOSES, 


OTHE iS HAVE WISHES... westinsin evn 


First in reader response 


No.5 PLAIN 
"HORSE SENSE” 


lf sales to the automotive service industry 
are the purpose of your advertising, choose 


Cortemoteve DIGEST 


First in paid circulation - - First in readership 
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Over 100,000 Paid Circulation---Largest in the Industry 


| theme will give impetus to BIPP’s 
|1948 campaign to estimate ap- 
preciation of bakery products and 
will check “a considerable decline 
in wheat flour consumption in re- 
cent years.” 

“Wheat flour consumption has 
declined from 230 to 218 pounds 
per person since 1940, while in- 
come per person has risen from 
$588 to approximately $1,150,” he 
said. “The decline is even greater 
since 1925, when consumption was 
253 pounds per person.” 

The decline, he said, is reflected 
in recent surveys showing that 
90% of women believe that baked 
foods have less value than other 
foods, and 47% believe that bak- 
ery goods are inferior to home 
baked foods—both erroneous be- 
liefs, claims Mr. Ramey. He said 
that bakers use the same ingredi- 
ents as home cooks, except that 
bakers use “additional enrichment 
materials.” 


To Use Same Picture 


First of the “Go Ahead” ads de- 
signed to stimulate bakery sales 
will be in four colors, full page, 
in the May issue of the Ladies’ 
Home Journal. For transition, the 
same picture will be used as in 
the ad with the conservation 
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NEW THEME—The Baking Industry 

Promotional Program will soon ‘Go 

Ahead’ from the conservation theme 

with which it started its 1948 campaign. 

This ad will appear first in the May {5 
issue of Life. 


ing Bulletin” now being distrib- 
uted to BIPP subscribers through- 
out the industry, prospective sub- 
scribers, supply house officials and 
representatives of allied trades. 
The bulletin invites all bakers 
and allied firms to join in the 
campaign and offers color repro- 
ductions of the ads, posters for in- 


theme, “Handle With Care,” ap- 
pearing in Life in March and 
April. 


The complete change of copy 
and art will come with four-color, | 
full-page ads in Life May 15, the! 
Ladies’ Home Journal for June 
and McCall’s for July. 

The new copy will urge con- 
sumers to “Go Ahead! Give your- 
self a double treat. Treat Num- 
ber One: Wonderful eating — de- 
licious bakery foods. . . Go ahead! 
Help yourself—they’re made with 
milk ’n’ eggs ’n’ flour ’n’ fruit and 
other nourishing ingredients, so 
they’re mighty good for you. Treat 
Number Two: Leisure time—time 
out of the kitchen—time to do the 
things you want to do. Go ahead! 
Enjoy it—Let your baker do your 
baking and you’ll eat delicious 
foods made with the same high 
quality ingredients you would 
use.” 


New BIPP Bulletin 


The picture gives equal empha- 
sis to bread, pie, cookies and spe- 
cialties as compared to the “Han- 
dle With Care” ad picture which 
made bread the center of interest. | 

The change in theme is an- | 
nounced in a “BIPP Merchandis- | 


starter” 


terior and exterior display, news- 
paper mats, a set of “thought 
phrases for use in local 


| newspapers, radio copy and com- 


plete radio commercial announce- 
ments. 

Weatherproofed 26 by 22-inch 
posters will be available for the 
industry’s 100,000 trucks, supple- 
menting the “Go Ahead . . . En- 
joy Them” theme with “Bakery 
Foods Are Good for You and a 
Good Buy, Too!” Mats will stress 
the phrase, “Bakery foods make 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting ——_ 
publicity, for making research 


market studies, for maintaining _ 
petitive advertising files and for de 
yeloping sales — on certain 
types of products and 
New Booklet No. 


services. 


10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS ss FARM GENERAL 
PAPERS WW PAPERS WW MAGAZINES 


Federal St. Chicago 4 


314 So. 
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and service 
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FOR 
COLOR 


Paul Revere 
America s First Engraver 


PHOTO ENGRAVING C!. 


7I2 FEDERAL STREET CHICAGO 5S |i 


NB ee F” Phone WABosh 8816-8817-8818 
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your meals complete.” 

BIPP is aiming at a long-range 
program of which 1947 was the 
planning year and 1948 is an ac- 
tive start, Mr. Ramey said. The 
foundation is being formed for in- 
reasing national consumption of 
yakery foods over the next 10 and 
even 20 years. 

The consumer education pro- 
gram of the 1948 campaign, Mr. 
Ramey said, will concentrate on 
the nation’s 32,000,000 young peo- 
nle from grade school to college 
age who have forsaken the bread 
and jelly eating habit of the less 
sophisticated children of the last 
generation and have shown a 
taste instead for soft drinks, candy 
bars, hot dogs and ice cream cones. 
He expects to reform the tastes of | 
these youths, who make up 22% of | 
the population, because they “are 
very susceptible to change.” 

Posters and pamphlets showing 
the importance of bread and bak- 
ery foods to health are being dis- 
tributed to home economics and 
other teachers and to schools 
throughout the country. 


Bi-Monthly Reports 


A campaign “to sell the doctor” 
will include five full-page black- 
and-white ads in the Journal of 
the American Medical Association 
and Modern Medicine. Mr. Ramey 
said that the only reducing diet 
endorsed and distributed by the) 
AMA calls for 24 servings of| 
bread in a seven-day span. A. 
campaign “to sell the grocer” will | 
include seven full-page ads in) 
Progressive Grocer and Retail 
Grocers. 

The general campaign includes | 
a bi-monthly report to BIPP sub- | 
scribers, outlining promotional 
progress and activities and pro- 
viding information to help the 
local baker tie in with the na- 
tional campaign at the moment. 

Mr. Ramey believes that the 
same job of advertising and mer- 
chandising can be done in the 
baking industry as in the meat, 
dairy and citrus fruit industries. 
He said that advertising helped 
increase per capita consumption | 
of meat from 140 to 155 pounds | 
since 1944, helped increase con- 
sumption of fluid milk from 340 to 
410 pounds per person since 1924, 
and citrus fruit from 30 to 65 
pounds since 1924. 

Foote, Cone & Belding here is 
the agency and Theodore Sills| 
handles public relations. 


RMA-NAB Subcommittees 
Set Up for Radio Week 


All segments of radio and tele- 
vision, including the merchandis- | 
ing groups, were invited last week | 
to join the Radio Manufacturers | 
Association and the NAB in the! 
promotion of National Radio| 
Week, scheduled for Nov. 14-20. | 

The two associations have set 
up subcommittees to handle the 
“Radios for Everyone” and “Voice 
of Democracy” 
phases of the promotion. NAB 
public relations director Robert K. 
Richards will be chairman of the 
“Voice of Democracy” subcom- 
mittee. Kenneth W. Sickinger, 
Stewart - Warner Corporation, is 
chairman of the “Radios for 
Everyone” subcommittee. Louis 
Housman, CBS assistant director 
of sales promotion, will serve as 
Promotion consultant to the sub- 
committees. 


Three Name Lyon Agency 
W. D. Lyon Company, Cedar 
hapids, Ia., has been named to di- 
‘ct the advertising of Original 
nderes Company, Guttenberg, 
. Manufacturer of farm equip- 
ent; Franklin Equipment Com- 
iny, Monticello, Ia., farm equip- 
ent manufacturer, and Star 
nion Products Company, Peru, 
|, brewer of Star Model and 
epp’l Brau beer. 


i . . 
Reliable Names Adair | 
Reliable Household Specialties 
ompany has appointed Adair & | 
‘irector, New York, to handle its | 
ivertising. | 


——— a 


ABC Expands 
Video Network 


New York — American Broad- 
casting Company has signed four 


this year. In the meantime some 
ABC produced programs will be 
carried over WABD (DuMont), 
New York, and WATV, Newark. 


more television affiliates, bringing 
its video network to 10 stations. 

New affiliation contracts have 
been signed with the following: 
WMAL-TV, Washington (on the 
air); WTCN-TV, Minneapolis; 
KFMB-TYV, San Diego, and WDSU- 
TV, New Orleans. The last three 
are expected to begin broadcasts 
some time next year. 

ABC owned and operated sta- 
tions in New York, Chicago, De- 
troit, Los Angeles and San Fran- 


GM Promotes Peters 


William D. Peters, in the de- 
partment of public services of 
General Mills, Minneapolis, has 
been appointed staff assistant in 
grocery products sales promotion. 
He formerly was in charge of field 
liaison, special events and em- 
ploye relations. 


Hall to Seidenbaum 


Galen Hall, Wernersville, Pa., 
resort, has appointed William G. 


cisco are due to begin telecasts 


Seidenbaum & Co., New York, to 
handle its advertising. 7 


Saginaw Appoints Long 

Saginaw Mfg. Company, New 
York, has named W. H. Long Com- 
pany, York, Pa., to direct the na- 
tional advertising of Saginaw, 
Saginaw Jr. and Glengay lines of 
men’s and boys’ sportswear. Trade 
publications and direct mail will 


be used at first, followed by maga- | 


zines in the fall. 
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fi h 3 OF 200,000 
ABC MEMBERSHIP 


crore T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field, 


NEW YORK 


I'VE BEEN TOLD NEWSWEEK IS ONE OF THE TOP 4 
OF ALL GENERAL MAGAZINES IN TOTAL 


ADVERTISING PAGES. 


IS THAT RIGHT ? 


IT SURE IS! LOOK AT THE RECORD. THEY CARRIED OVER 
2800 PAGES LAST YEAR. THE BLUE-CHIP COMPANIES, TOO. 
AND WHY NOT. NEWSWEEK DELIVERS THE 


“TOP 700,000” AMERICAN FAMILIES... THE GREATEST 
CONCENTRATION OF LEADERS IN BUSINESS, INDUSTRY, 
AND THE PROFESSIONS OF ANY GENERAL MAGAZINE. 

AND AT THE LOWEST COST PER THOUSAND! 


essay contest|™ 
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NEWSWEEK... THE MAGAZINE OF NEWS SIGNIFICANCE | 
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Launches Presto Drive 


National Pressure Cooker Com- | 
pany (Canada), Wallaceburg, Ont.,|Ga., agency, 


|Agency Adds PR Section 


Nachman-Rhodes, Inc., Augusta, 
has established a 


a i i i i i i i i i i i i i i i i i i i i 


|moves. He is uncompromising on 
principles, but open to change 
when there is a sound argument 
back of the proposal. And he loves 


' has launched a campaign in Cana-| public relations and labor rela-| 
. dian dailies for the new Presto|tions department. Warren Smith, 
Meat-Master. National magazines,| formerly public relations director | 
trade publications and weekend|of the Georgia-Pacific Plywood & | 
papers also will feature the new| Lumber Company, has joined the | 
model. The agency is Spitzer &| agency as vice-president in charge | 
Mills, Toronto. of the new department. 


SuBWwaAy CAR CARDS and 


Station Posters are your surest 


| 


medium for reaching New | 
. of 
New York’s 5,370,000 adults... 


York’s buyers because . . 


9 OUT OF10 |. 


plants. 


| You Ought to Know . we 


Don Searle — 


>> ee OOO OS SSS BSS SF SSS SF FSS SSS SSSFSSSSSSTSTTSF TTA 


In spite of the fact that Don! exchanged talent for time. For 
Searle has held just about every|talent he picked up two local 
type of management post in radio,| men, named them the Mona Motor 
including his present position as| Twins and formed a team special- 
vice-president of American Broad- | izing in string instruments, songs 
casting Com- and chatter of the type popular- 


pany’s western ized by such early radio person- 
division, he is 'alities as Wendell Hall and Little 
still basically a Jack Little. 


| The Mona Motor Twins were 
Ned Tollinger and John Wolfe, 
who have remained in radio and 
still are well known and active) 
on the West Coast. In the several 
years they trouped, the Twins 
were regular performers over the 
22 station “net” and some 225 ad- 
ditional stations. Numbered among 
|the companies cooperating were 
/ such familiar names as World Bat- 
tery, Crosley Radio, Gillette Tires. 

In 1933, Mona Motor Oil Com- 

He was impressed with the suc-| pany was sold to Barnsdall Oil) 
cess of a number of companies | and Searle left KOIL, going to) 
which sold their products over | Senator Capper’s WIBW, Topeka, | 


salesman. And it 
was his sales in- 
stinct that first 
brought him to 
radio back in 
1924. His family 
owned the Mona 
Motor Oil Com- 
pany of Omaha 
at that time and 
Don had charge of the company’s 
250 service stations and 50 bulk 


Don Searle 


a knock-down drag-out argument, 
but only when there is something 
worth arguing about. 

Add to this a zest for competi- 
tion, and an inner drive that in- 
fects those with whom he works, 
and you have a man who looks 
on television as another oppor- 
tunity to show the results he loves 
so well. Searle believes it will be 


\four or five years before television 


can begin to show real profits, and 
that in the meantime it is up tc 
AM broadcasting to supply the 
profits that will allow the invest- 
ment of money required for its 
development. 

Because good men gravitate t 
the fleld of greatest opportunity 
he thinks it will take “diplomatic 
maneuvering” to keep present. 
effective AM staffs together. “You 
can’t kick over that which makes 
television possible,” he says in dis- 
cussing the transition of the em- 
phasis to television. Still, being 
the kind of man he is, there is an 
anticipatory gleam in his eye when 
he speaks of the opportunities 
that television presents. 

As energetic in his hobbies as 


their own radio stations and per- which at the time wasn’t doing | he is in business, Searle is inter- 


A R E AY U B WA Y R I D E R § / _suaded his family to establish | too well financially. This was the | ested in photography, wood-work- 


NEW YORK SUBWAYS ADV, CO.,630 FIFTH AVE.,N. Y. 20 


kind of assignment Don Searle) 
likes best. To him, being on top | 


of getting wider distribution for| Whee You devote most of your) 
energies to maintaining your posi-| 


me ng ee? message, he) tion is “boring.” Most of all he| 
organized an exchange of PpFro-|jikes situations where a bang-up | 


KOIL in Council Bluffs, Ia. | 
Then, looking about for a means | 


ing and printing, and has a com- 
pletely equipped work-room for 
each. These hobbies are important 
to him, yet the pressure of busi- 
ness this past year has taken so 
much of his time that his friends 


grams with 22 other company-| job shows up in terms of “in-| are fond of joshing him about 


owned stations in the Midwest! creases of 10-25-50-75%.” 
and South. Participating stations | His operations at WIBW are a 
/good example of how he_ works. 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 


Walter Johnson, Assistant Gen. Mgr.—Sls. Mgr. 
WTIC's 50,000 watts represented nationally by Weed & Co. 


| He found the station was trying to 
/be all things to all people, and 


that, according to Don. He be- 
lieves that under normal condi- 


the proper picture of the area it 
services and then works out pro- 
grams that satisfy the needs and 
desires of the people in the area.” 
Then, he says, you have some- 
thing to go out and sell. 
case the market was rural, but the 


| tastes of a metropolitan area. The 

formula worked, as it has many 
times since. Before he left WIBW, 
dollar volume had increased al- 
most 2,000%. 

Searle’s conception of program- 
ming includes advertising. He still 
has an interest in KMMJ, Grand 
Island, Neb., and 
market, retail advertising is not 
|}accepted during peak farm hours. 
| This pays off in larger listening 
|audiences and 
|advertising. As Searle sees it, 
| getting the market picture, then 
| building programs and advertis- 
|ing to fit in, is a principle too 
|/many stations have neglected but 
|must come to if they are to sur- 
vive in the competitive period 
| ahead. 
| While with WIBW he became 
half-owner in KANS, Wichita, an 
interest he held until recently. 
|'He returned to Omaha in 1938, 
| becoming general manager of 
|KOIL, which had moved there 
| from Council Bluffs. He also be- 
mm |came executive head of KFOR 

= |and KFAB, Lincoln, Neb., remain- 
|ing there until he joined the Blue 
Network in April, 1943, as gen- 
eral manager of KGO, San Fran- 


cisco. In August, 1944, he was 
appointed general manager of 
ABC’s western division, and in 


ma | April, 1945, was elected a vice- 

|president of the network. Along 
| his busy way, Searle was a mem- 
'ber of the committee which drew 
up the first NAB Code, and a 
member of the first CBS Affiliate 
Advisory Board in 1943, before 
joining the Blue. 

Don characteristically talks and 
makes decisions at a rapid-fire 
pace—but gives his subject thor- 
ough consideration before he 


few stations can get away with! 


tions of competition, any station | 
can make money “provided it has | 


In this | 


programming was slanted to the) 


more productive | 


having “the most expensive and 
|least-used photo equipment of any 
amateur in the country.” Coin col- 
lecting is also a chief interest. He 
has an outstanding and valuable 
collection of gold coins, and is a 
member of the American Numis- 
matic Association, No. 4988. 

He likes Hollywood and south- 
ern California, but regards San 
Francisco as one of the greatest 
places in the world to live. He 
jlives in Van Nuys, with Mrs. 
Searle, and has two children, Don 
\Jr., 17, and Sally, 20. His home, 
formerly occupied by Bob Cum- 
mings of the movies, is a rambling 
two-acre place with a one-story 
house, huge swimming pool, citrus 
|trees, and a pair of gigantic 
|French poodles. 

But in spite of the California 
| setting, Don Searle is still a mid- 
| westerner at heart—and takes an 
jactive part in the Iowa Club of 
Los Angeles. 


in that rural} 


Rippey Agency Names 


Jones Account Executive 

Richard O. Jones, formerly sales 
and promotion manager of the 
Princeton Film Center, has been 
appointed an ac- 
count executive 
of Arthur G. Rip- 
pey & Co., Den- 
ver advertising 
agency. 

For 10 year 
prior to being 
with Princeton 
Mr. Jones was 
in the adver. 
tising, sales 
and merchandis- 
ing divisions 0! 
Lehn & Fink 
Products Corporation, New York. 
and its subsidiaries. Before leav- 
ing Lehn & Fink, he held the pos'- 
tion of assistant to the presiden 


DuMont Drops 3 Dealers 


Three DuMont dealers have bee 
disenfranchised because of ‘“ev:- 
dence of price-cutting and tran:- 
shipment,” Ernest A Marx, ge! - 
eral manager of the television r¢ - 
ceiver division of Allen B. Di- 
Mont Laboratories, New York, h: > 
announced. 


Richard Jones 


Nash Appoints Nagler 

L. H. Nagler, formerly technic | 
editor of Motor, has been name | 
technical adviser of Nash Moto:> 
division of Nash-Kelvinator Co! - 
poration, Detroit. 
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How important is Eisenhower's New Job? 


Just how big is the actual job of heading up 
Columbia? Will it become a stepping stone 
to the Presidency? The facts about Colum- 
bia become highly significant in the light of 
these questions. Read the full story in the 
new issue of Look, out now. 


ible Do Americans Really Understand Democracy? 
is a Do you? Could you explain it to your own 
nis- children ? You should be able to—and Look , 

shows how it can be done. For a deft treat- 
ith- ment of a dead serious subject—read about 
San “Make Mine Freedom”... in the new issue 
test of Look, out now. | 
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. tee The Strange Case of the Misunderstood Law! 
en - ee \ Several months ago, a Look report on the 
sing Pe — Ko i Taft-Hartley Law showed that union mem- 

bers opposed to the law actually favored 
ear its contents without knowing it. Since the 
Pint report appeared, Look has been besieged 
oon with requests for reprints — more than 
a. 900,000 to date! 
les 
dis 
; Of 
in} 
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2a\ 
— 15,650,000 Regular Readers ...the second largest total 

audience in America today... America’s fastest-growing 

‘Ss major magazine. 
“— Authoritative Reports On America’s Problems . . . edited for 
an: both men and women ... in every issue of America’s 
“ Family Magazine. 
Di be ; — | 
h: — 1,956 Readers Per Ad Dollar ... more readers per dollar | 


than any other major magazine... higher advertising 
visibility than any weekly magazine. 


GET THE NEW ISSUE AT YOUR NEWSSTAND NOW! 
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Spurr Disproves 
Ad Superstitions 
for Young Admen 


New York — Convincing proof 
of the fallability of some of ad- 
vertising’s pet prejudices was fur- 
nished to the Association of Ad- 
vertising Men last week by John 
C. Spurr, research director, Mc- 
Graw-Hill Publishing Company. 

Im a slide-talk which utilized | 
muth of the material from the| 
company’s “Laboratory of Adver- | 
tising Performance,” Mr. Spurr 
pulled out data from McGraw-| 
Hill studies to show that: 

(1) Repeat ads secure about the | 
same readership as did the orig- 
inal insertions; 

(2) All ads in a 200-page ad-— 
vertising section have an equal 
chance of being seen; 

(3) Addition of a single color 
on a page ad raises visibility 34%, | 
while two colors on two-page ads | 


£.W. 


{ MAGAZINE 


© The Door Is Open 
to 
1,300,000 Homes! 


You're in the living room talking 
—and that means half your sale is 
made... when you advertise in 
Foreign Service. As V.F. W.mem- 
bers, readers have confidence in 
their magazine for they are actually 
part owners. Foreign Service helps 
them solve their readjustment | 
problems, keeps them abreast of | 
veteran legislation with informa- 
tion they can trust. 


Your advertisements in Foreign 
Service go straight into homes of 
today’s greatest consumer market, 
right where they dothe most good! 


Write for Free 
copy of Daniel Starch Survey. 


Published by — 


VETERANS OF FOREIGN WARS 


boost visibility 180%; 

(4) On the whole, the index 
of observation rises with the 
amount of text in the ad, and 


Spurr admitted that the amount} 
lof text studies are somewhat ton 
'tradictory. He said that the com- | 
|pany’s studies also show that 


Canadian Lady Corset Company, 
Montreal, has appointed Walsh 
Advertising, Inc., Montreal, to di- 


Walsh Agency Named Bendix Names Kanker 


E. J. Kanker, manager of the 


|department store division, has been 


appointed manager of the Chicago 
branch of Bendix Home Appli- 


(5) Readership of advertise-| dominant illustrations improve|rect the advertising for the new NE 
ments is not noticeably affected | readership, but that length of text’ Wonder Bra. Advertising will open ances, succeeding A. L. McCarthy, hail 
by the size of the issue in which | also seems to boost readership— | with 1,800-line copy in daily news- | who has resigned. » Ec 
the ads appear. two paradoxical factors. He) Papers in Toronto and Montreal. ———— cele 

‘termed this contradiction similar eae eomenmmes Berman Named V.P. if di 
any tile — {to that un covered in editorial re- ‘Star’ Boosts Hunter Jack A. Berman, sales manager, sear 

Responding to questions from) search, in which McGraw-Hill William Hunter, a member of has been appointed vice-president Re 
the AAM—a group of younger ad-| found that readers were eager for the display staff of the Star, Wind-| in charge of sales of Shure Broth- treas 
vertising men which meets in the more information, and wanted it | sor, Ont., has been appointed a na- ers, Inc., Chicago, microphones B. W 
New York Advertising Club—Mr.|in shorter text. tional advertising executive. and acoustic devices. tion 


We need a primer on 
American Enterprise! 
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THE IRON AGE » HARDWARE AGE * DEPARTMENT STORE ECONOMIST + BOOT AND SHOE RECORDER + MOTOR AGE 
COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANCE IN ACTION 
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ARF Reelects 
Kenyon Chairman 


New York — Otis A. Kenyon, 
chairman of the board of Kenyon 
« Eckhardt, New York, has been 
eelected chairman of the board 
)f directors of the Advertising Re- 
earch Foundation. 

Reelected as secretary and 
treasurer, respectively, were Paul 
B. West, president of the Associa- 
tion of National Advertisers, and 


Frederic R. Gamble, president of 
the American Association of Ad- 
vertising Agencies. Marion Har- 
per Jr., vice-president of McCann- 
Erickson, Inc., has been elected a 
director. 

Gordon E. Hyde, president of 
Federal Advertising Agency; H. H. 
Kynett, partner of the Aitkin- 
Kynett Company; Robert B. 
Brown, vice-president of Bristol- 
Myers Company, and H. M. War- 
ren, vice-president of National 
Carbon Company, have been re- 


elected directors for 
terms. 


Lane Heads Kendall 


H. R. Lane, executive vice- 
president, has been elected presi- 
dent of Kendall Company, Bos- 
ton, succeeding Henry P. Kendall, 
who has been made chairman of 
the board. L. H. Ballou, execu- 
tive vice-president, has been 
named vice-chairman of the board. 
Richard R. Higgins, vice-presi- 
dent, has been elected treasurer of 
the company. 


three-year 


Curtis Research 
Finds 14,350,000 
Tiny Consumers 


PHILADELPHIA — The number of 
children under five years of age 
increased 36%—from 10,541,524 to 
14,354,000 —Between April, 1940, 
and April, 1947, according to a 
study by the research department 
of Curtis Publishing Company. 

There were 57% more of them 


A recent survey indicates that the American people are 
appallingly ignorant of even the most basic facts of 


their economic system! 


For example: Almost half the people believe that the 
money made by corporations is a great deal higher 
than earnings reported! And almost two-thirds of the 
people actually believe that the owners of business get 
more pay, in the form of profits, than the workers take 
home in wages! Wouldn't they be surprised to learn 
that, as a matter of actual fact, workers get ten times 


as much as do stockholders ! 


Yes, a little learning would go a long way toward dis- 
pelling the ignorance of the primary truths about our 
economic ignorance fostered by 


economic system 


those who would destroy American Enterprise! 


We, at Chilton, feel that management and industry have 
an obligation to their workers and to the public that 
demands they share their knowledge of the true facts of 
American business operations. It's time to hammer home 
the simple truths that should be set down in simple lan- 
guage in our ‘First Reader on American Enterprise.” 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 


CHILTON 


0 


* THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES 


* THE SPECTATOR PROPERTY INSURANCE REVIEW « DISTRIBUTION AGE 
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in cities, 41% more in rural non- 
farm areas and 2% fewer on 
farms. The gain in this hungry, 
noisy market group was 76% in 
the West, 48% in the Northeast, 
35% in the Midwest and 20% in 
the South. 

The Curtis study contradicts the 
traditional assumption that birth 
rates are lowest among upper-in- 
come groups. The two “upper” 
groups—professional men, crafts- 
men and proprietors; managers 
and officials—have a rate much 
higher than service workers, 
slightly higher than clerical work- 
ers and laborers, and about on the 
same level with “operatives.” 


Three Join Hilton | 

Josephine Smith, formerly with 
Life; James Tierney, formerly 
with Foote, Cone & Belding, and 
Ted Gehring, previously with 
Beacon Studios, New York, have 
joined Peter Hilton, Inc., New 
York, as a member of the mer- 
chandising staff, production man- 
ager and assistant art director, re- 
spectively. 


"TOP SALESMAN” 


? 


Your answer to rea/ sales sup- 
port for your No. 1 salesman— 
the Main Street grocer—is the 
HOMETOWN WEEKLY! 
It’s the best “‘target-in’’ media- 
advertising you can buy! Small 
town and rural Americans, the 
larger half of the nation’s popu- 
lation, read their weekly paper 
with a readership intensity that 
rates 70-80-90Q%. Survey proved! 


Get “Preferred Position” for 
your brands on those miles of 
Main Street grocery shelves by 
advertising them in HOME- 
TOWN WEEKLIES! 


(ts Easy a8 WAS./ 


Give really effective support to 
your distributors and salesmen. 
Your ad dollars will bring back 
greater profits spent in this 
enormous market where Mrs. 
Farmer and Mrs. Hometowner 
make the nation’s largest aver- 
age food purchase. It’s easy to 
do it... the NAS way. Reach 5 
or 5000 weeklies with just one 
contract, one bill, one 
check. Write today for 
full details. 


The new National News- 
paper Directory is just 
off the press. Write 

for your copy! 


NEWSPAPER 
ADVERTISING 
SERVICE, Inc. 
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The Hearst Newspapers urge every citizen to observe 


“lam an 
American” Day 


FROM AN EDITORIAL BY 


William Randolph Hearst 


PUBLISHED IN THE NEW YORK AMERICAN, FEBRUARY 24, 1935 


Our fathers founded in this promised land a nation 
built on the eternal but newly recognized principles 
of liberty, equality and opportunity. 

We have proved the fundamental value and val- 
idity of those principles by becoming, under them, 
in one short century, the greatest, the happiest, the 
richest, the most progressive, the most powerful, 
the most prosperous nation in the world. 

We have had, and are having, some ups and 
downs, some variations in our development, but 
they are variations of progress; they are variations 
of prosperity; they are varying degrees of greatness 
and happiness. 

We have never reverted to tyranny. 

We have never relapsed to misery. 

We have never starved by the millions. 

We have never been murdered as part of a politi- 
‘al program. 

We have never hated and harried each other in 
bitter class divisions and distinctions. 

We have never lost our upstanding American 
manhood. 

We have never sacrified our liberties, our right 
to breathe the wholesome, healthful, invigorating, 
inspiring air of freedom as free men. 

We have never abandoned our national inde- 
pendence .. . 

Let us press forward in peaceful progress to the 
further attainment of these ideals and objectives 
the founders of this nation hoped to achieve. 

Let us be loyal to our own country and our own 
principles. 

Let us keep the faith of our fathers. 


May 16 is ‘‘I am an American” Day. The Hearst News- 
papers first to sponsor this ‘‘all-American expression of 
Americanism” all over the nation-——are urging that this year 
every American take an active part in its patriotic obser- 
vance. Let every man, woman and child among us publicly ex- 
press pride and gratitude for the privilege of being Americans. 
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OFFICERS—Caught in this informal huddle at the ANPA convention are three 
officers of advertising associations: (left to right) George E. Gilbertsen of John 
W. Cullen Co. and president of the American Association of Newspaper Repre- 
sentatives; Harold V. Manzer, Worcester Telegram-Gazette, president of the 
Newspaper Advertising Executives Association; Buell W. Hudson, publisher, 
Woonsocket Call, and Elon Borton, president, Advertising Federation of America. 


PACKERS—Here are officials of Reynolds Metals Co. and Brown & Williamson 

Tobacco Corp. at a dinner in Detroit preceding the introduction of a new alumi- 

num pack for Raleighs in that city (AA, April 19). Left to right: David P. 

Reynolds, v.p. in charge of advertising for Reynolds; William Cutchins, v.p. in 

charge of advertising, B&W; Keen Johnson and George Arlington Moore, Rey- 
nolds vice-presidents; and Emery Lewis, B&W vice-president. 


“YOUR HERE” § 


BEVERWYCK 
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GRAPHIC REVIEW OF THE WEEK 


SERIOUS—Here is R. R. Deupree, pres- 
ident of Procter & Gamble, and Neil H. 
McElroy, vice-president and advertising 
director of P&G, photographed before 
the Bureau of Advertising dinner at the 
ANPA meeting in New York. 


VETERAN HAS THE FLOOR—Listening to William A. Thomson, retiring director 

of the Bureau of Advertising (third from left) are Ted Dealey, Dallas News; 

Richard W. Slocum, Philadelphia Bulletin, and Roy D. Moore, Brush-Moore 
Newspapers. 


ry 


‘SCANNER’ JOINS OUTDOOR DISPLAY FIELD—The Brite-Lite Corp. of America, Los Angeles, has installed the first of 
its new Scanner traveling message signs on Hollywood Blvd. as an operating showroom, and will accept advertising on a 
cooperative basis limited to about six accounts to demonstrate its use, low cost claims and other features of the operation. 
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oN THE POINT OF PURCHASE FRONT—Shown above are an even dozen of a wide variety of 
oint of purchase ideas popping in the U. S. nowadays. In the top row, |. to r., are an “off-the-shelf, 
20k-see-try"” display for Simmons’ Electronic blanket; Marsh Wall Products compact (yard-square) 
sand; David D. Doniger & Co.'s 3-ft. sportswear Golden Tee stand; a Swiss watch display by Homis 
~o., with spiral-bound booklet for customers to read, and Gallo wines’ 8-ft. cardboard bottle. In the 
viddle row, |. to r., are a new plastic and aluminum door handle sign idea, by Eljay Corp.; displays 


by River Raisin Paper Co. in its new display room; and a Glenmore Distilleries motorized display using 


a swinging door. At bottom are: General Electric's counter display for its Automatic blanket, with 
one of four seasonable, interchangeable illustrations shown; a full-color three-panel stopper by Bever- 
wyck Breweries; a new Pond’s Cold Cream counter display, and, at right, General Food's “Fireball 
Twigg” comic strip dharacter, used in Post's Grape-Nuts and Grape-Nuts Flakes advertising, seen 
here in a New York grocery store. 
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Showcase Maker 
Combines Dealer, 
Consumer Copy 


Los ANGELES—Weber Showcase 
& Fixture Company here has be- 
gZun a series of “straddle tech- 


nique” newspaper ads in 13 south- | 


ern California cities. 

Two-thirds of the three-column | 
by 75-line ads are devoted to/| 
selling consumers on shopping in 
grocery stores equipped with 
Weber's display cabinets and other 
fixtures. One-third is a direct 
appeal to grocers to install the) 
company’s equipment. | 

The latter panel is devoted to 
one or another Weber product, | 
with copy stressing, “Beware of | 
the Obsolete Look.” In the con- 
sumer portion, copy points out the | 
convenience of modern self-serv- 
ice food markets and how refrig-| 
erated display cabinets play a 
part in simplifying menu plan- 
ning. | 


ationally 


. 


. 
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_ Accepted 


Acceptance among agen- 
cies and advertisers . . . ac- 
ceptance of markets and 
media we represent stems 
from long and friendly con- 
tact. Branham-men_ from 
coast to coast are accepted 
because they are experi- 
enced advertising men with 
market information and 


media facts. 


Los Angeles pail | 


Newspapers used include the 
Glendale News-Press; Hollywood 
Citizen-News; Long Beach Press- 
Telegram; Pasadena Star - News, 
Riverside Press and Enterprise; 
Ramona Progress Bulletin; San 
Bernardino Sun and Telegram; 
San Diego Tribune-Sun and 
Union; Santa Ana Register; Santa 
Barbara News-Press; Santa Mon- 
ica Outlook; Valley Times, North 
Hollywood, 
Free Press. 


Western Advertising Agenc y| 


here handles the account. 


Haines Joins Freystadt 

Frank Haines, formerly art di- 
rector for Lambert & Feasley, 
New York, has been appointed 
art director of E. M. Freystadt As- 
sociates, New York. 


and Ventura Star-| 


Thomas Brown Promoted 


Thomas Brown, San Francisco 
division manager of Hoffmann-La 
Roche, Inc., Nutley, N. J., pharm- 
aceuticals, has been appointed 
sales manager of the specialties 
division of the company, effective 
June 1. He will be succeeded in 
San Francisco by Lee H. Cham- 
bers, who has been representing 
the company in Denver for the 
past seven years. 


| Kellogg Launches Drive 


Kellogg Company of Canada, 
London, Ont., has launched a cam- 
paign for Rice Krispies, using 
four-color full-page roto ads in 
weekend papers. In addition, met- 
ropolitan newspapers, magazines 
and outdoor posters are being 
used. J. Walter Thompson Com- 
pany, Toronto, is the agency. 


Formifit Institute 
Reports Bra Sales 
Up, Corsets Down 


New YorK—Sales of girdles and 
bras are holding their own or in- 
creasing while sales of corsets and 
foundations are dropping, accord- 
ing to a survey announced last 
week by the Formfit Institute, re- 
search organization here for cor- 
set retailers sponsored by Formfit 
Company, Chicago, 

The institute offered these ex- 
planations: 

(1) Unbalanced stocks, too high 
in bras and girdles and too low on 
the more expensive foundations 
and corsets, may have brought 
about a wave of “substitute sell- 


Advertising Age, May 3, 1948 


ing.” 

(2) Selling of foundations and 
corsets requires better trained per- 
sonnel than the selling of lower 
cost items. 

(3) Customer wearing habits 
may have shifted away fron 
foundations as a result of war- 
time scarcities. 

(4) An “ill-advised” policy of 
top management or the buyer to 
create volume by concentrating 
sales effort on one or two lower 
priced items. 


Bumberg Forms Agency 


J. G. Bumberg, formerly adver- 
tising manager of the Vanderbilt 
Tire Company, has formed his 
own agency, Jay Gabriel Bum- 
berg, Advertising, at 403 W. 34th 
St., New York. 
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Hardware Stores 
Spurn Shopper's 
Good Hard Cash 


SEATTLE—AIl Constance Patter- 
<on had to do was spend $150 of 
<omeone’s else money in hard- 
ware stores. 
was going to have the time of her 
life. 


Digest, she had the time of her 
life trying to do it. 

The money was given to her by 
the North Coast Retail Hardware 
Association. It told her to buy 
anything she wanted, providing 
that the salesperson make an ef- 
fort to sell the item requested. 
Shopping in 50-odd stores, from 


This looked as if she | 


But, as she writes in Dealer’s | 


she man- 


California to Canada, 
aged to spend only $33.60 under 
that condition. 

Miss Patterson reports that not 
once on her tour had a store “even 
suggested a certain obvious pur- 


chase to me.” Not one store, she 
'said, urged “that I purchase a new 
pressure pan.” 


-Power-Pak Names Evans 


William W. Evans has been ap- 
pointed to the newly created posi- 
'tion of general sales manager of 
| Power-Pak Products, Inc., Buffalo. 
|'He was formerly a national sales 
representative for several automo- 
|tive product manufacturers. 


Opens Research Firm 


Miles A. Wallach has resigned 
as director of research of Kastor, 


Farrell, Chesley & Clifford, New 
York, to open his own research 
firm, to be known as M. A. Wal- 
lach Research, located at 2 W. 
86th St., New York. 


Am. Viscose Ups Dalton 


Henry L. Dalton, director of 
public relations of American Vis- 
cose Corporation, Philadelphia, 
has been appointed director of 
sales and public relations, suc- 
ceeding the late William B. Olm- 
'sted Jr. Mr. Dalton joined Ameri- 
can Viscose in 1925. 


.* .* 
‘Howe Appoints Travis 

William Travis, formerly gen- 
eral manager of Station WMLO, 
Milwaukee, has been named ac- 
count executive in charge of radio 
of Leland K. Howe Associates, 
New York. 


Mason Once Again 
Lambasts FTC 
. z 7 _ 
in ‘American 

New YorkK—Lowell B. Mason, 
Federal Trade Commission mem- 
ber and the FTC’s most outspoken 
critic in public, last week opened 
fire on FTC in the American 


Magazine’s May issue, describing 
the laws under which FTC func- 


tions as “a hodgepodge of legal 
gibberish.” 


“The confusion about the laws 
of commerce has become so uni- 
versal that it imperils our Amer- 
ican system of free competition,” 
Mr. Mason wrote. “In my opinion, 
no administrative agency should 
prosecute a business man ... if 


Bi i i meat iene. od 


| Ae man wo nade 
4 turn ald qvernignt 


An insurance salesman we know has 
one of the smartest pitches in the busi- 
ness. 


Whenever he sees a picture in the pa- 
pers of a young man who has changed 
jobs, he clips it. Then he has the photo 
retouched to make the prospect look 65 
or 70 years old. 


Later, he calls at the young man’s of- 
fice and sends in the retouched photo 
with a note that reads: ‘‘What are you 
going to do for this old man?” 


The system shocks every third pros- 
pect into signing up for an annuity. 


The fact that pictures succeed when 
words often fail, is nothing new to the 
editors of Parade. Each week, this syn- 
dicated Sunday picture magazine at- 
tracts the highest readership in its field. 
Starch reports show its editorial pages 


peop 


often average a walloping 80% to 90% 
readership among all adults. 


And what a bonus this picture power 


brings advertisers! 


For instance, among the 114 identical 
ads that ran in Parade and other syn- 
dicated Sunday magazines during 1947, 


Parade ranked first in readers per dol- 


second in the other 8. 


of your advertisements, 
policy should be to pick Parade. 


lar in 106 of the 114... and ran a close 


So if you want to insure the readership 


looks like your 


You ought to be in pictures... in 


55 


it is unwilling first to answer an 
inquiry as to its legality in terms 
'of specific facts.” 

Mr. Mason advocated his pet 
recipe: Government-business con- 
ferences in which rules will be 
laid down for industry-wide trade 
practice. 

The present system, under 
which the “unfortunate business 
man who gets squealed on may be 
doing only what 97% of his com- 
petitors are doing,” results in “bit- 
terness in the hearts of those who 
are caught and disdain for the 
law in those who escape... The 
unfair practice keeps right on in 
the shops of the 97% who never 
_were sued.” 


| Gamble-Skogmo Ups Two 
| Burt Helgoe, sales promotion di- 
rector of Gamble-Skogmo, Inc., 
Minneapolis, has been appointed 
'to the executive group of the com- 
pany. Harold McCreight, Mr. 
| Helgoe’s assistant, has been named 
,sales director of the western di- 
| vision, with offices in Los Angeles. 


(Advertisement) 


There's a New 
Approach to the 
Business Market 


By James J. Freeman 
St. Georges & Keyes 


There’s a brand new way of 
tackling the problems involved in 
selling something to business men. 
It’s called the mdass_ technique. 
Old hat, perhaps, to consumer ad- 
vertisers. But it offers exciting 
new possibilities to most business 
advertisers. 


Not so long ago your media man 
would have ruled out this ap- 
proach as uneconomical for most 
business marketers. There just 
wasn’t enough low-cost circula- 
tion with which you could saturate 
the business community of Amer- 
ica. 
| But now he can offer you over 
a million executive subscribers in 
a convenient package of four gen- 
eral business magazines. 

This is enough to dominate the 
business market just as a cigarette 
advertiser does the consumer mar- 
ket. And the cost is well within 
the reach of most budgets. 

Your media man can recom- 
mend this media group for its pen- 
etrating power as well. He knows 
that the editorial techniques which 
builf up such tremendous busi- 
ness circulation will also bring 
more impact to the advertising 
message which appears on those 
editorial pages. 

But let your media man tell you 
more about this new approach — 
in relation to your own specific 
sales problems. 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,285,000 
| executive subscribers, over 15 mil- 
lion pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,875. 


a % 


| 
| Guaranteed Circulation B&W Page 
| Nation’s Business. ..575,000 $3,000 


| U. Ss. News— 

World Report .300,000 2,400 
I\Wortume ........0%. 235,000 2,900 
'Business Week .175,000 1,575 


We'll be glad to give you case 
‘histories of advertisers who have 
found such “mass” selling profit~ 
able. Nation’s Business, Washing- 
ton, D. C. 
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Ohlandt Quits Schenley 


B. C. Ohlandt has resigned as 
vice-president and _ director of 
Schenley Distillers Corporation 
and as president and general sales 
manager of Three Feathers Dis- 
tributors, Schenley sales subsidi- 
ary. Before joining Schenley he 
was president of Grocery Store| 
Products Company and a director 
of the Grocery Manufacturers As- 
sociation. 


“AVENUE 
FOR 
ADVERTISING" 


Chicago's suddenly ‘‘perked-up" advertis- 
ing market demands trained advertising 

sonnel immediately. May we advise 
isting your background with A. D. Castle 
at your very earliest convenience? im- 
mediate openings are in the following 
classifications: 


Account Execs Tech. Writers 
Copywriters Revamp Artists 
Illustrators Adv. Mgrs. 
Layout Artists Research 
Production Mgrs. Television 


Trainees in all fields 
AVENUE EMPLOYMENT COUNSELORS 


55 E. Washington St. AND. 1490 


SUCCESSFUL COPY WRITER 


FOR 4-A AGENCY 


IF YOU'RE now grinding out gen- 
eral and industrial copy for a small 
agency and feel ready to expand 
. . . if you've spent time doing 
workhorse copy jobs in a large 
agency and want to get away from 
a chain operation to a more fertile 
and interesting copy field — this 
may be the spot you're looking for. 


HERE’S AN EXPANDING 4-A 
AGENCY with an imposing and 
varied list of accounts, on the East 
Coast but far enough away from 
New York to let you breathe. It 
offers the RIGHT man an oppor- 
tunity to join a hard-hitting copy 
staff that handles consumer and 
industrial accounts, is adept in 
merchandising and sales promotion 
as well. 


WE WANT an experienced copy 
writer —one who knows how to 
write for the trade, recognizes the 
difference between a dealer and a 
jobber, and above all knows what 
copy clicks with the housewife — 
who appreciates the difference be- 
tween copy that’s written to sell 
and copy that’s written merely to 
please the man who wrote it. The 
man we want is under 40; he must 
be stable, able to get along with 
energetic people. ' 
SALARY: open. In addition, we 
offer liberal bonus, profit-sharing, 
retirement plans. 


WRITE and tell us your back- 
ground, experience, accounts you've 
written for, what you’re making 
now, what you want. We'll arrange 
an interview if we think you're IT. 
All applications confidential; our 
staff knows about this ad. Write: 


Box 7049, Advertising Age 


330 West 42nd Street, New York 18; N.Y. 


| 


| 


New York Representation 
for Trade and Industrial 
Publishers 


We know an experienced, reliable, 
man who is a consistent producer. 
Non-competitive publications want- 
ing aagressive representation in the 
New ‘ork area should find this || 
man invaluable. For additional || 
facts, without obligation and in 
confidence, write 


Harold P. Preston 
Advertising 
17 East 49th St. New York 17, N. Y. 


A REFUGEE FROM “ECONOMY” 
That's why I'm about to become an occu- 
pational D. P. from the big mail-order firm 
where I've happily spent the past 5 years 
writing catalog copy, special media, manuals, || 
etc, in agricultural and ‘“‘hard’’ lines mer- i 
chandis« Extensive education and experience 
in mechanical and industrial fields. An inter | 
esting editorial background in magazine and |! 
trade paper flelds too | 

Box 7045, ADVERTISING AGE | 
100 E. Ohio Street, Chicago ii, Illinois 


PUBLISHERS REP MID-WEST 
34 years old—10 years experience selling 
space in industrial, trade and class publica 
tions College education, Vet., successful 
sales record Want to represen reliable & 
active publisher who is either le.der in field 


or has strong enough story to eompete for 
leadership. Have Chicago loop office & travel 
by car Desire permanent connection that 


will absorb major portion ef time. Commis- 
sion basis. 60 days necessary to sever present 
connection Box 7048, ADVERTISING AGE, 
100 E. Ohic Street, Chicago {!, Iilinois. 


| sion, 


Box 9555, ADVERTISING AGE 


icaecutive 
knowledge 


mediately. 


Box 9550, ADVERTISING 
100 E. Ohio St... Chicago 11, 111. 


Adv. Representative, age 3%, mar- 

ried, travel. Background: Space sist in consumer and advertising re- 
Sales, circulation & promotion, oil | 

sales & management. 


M. Bedford, 10419 8S. Hale, Chicago 
COPYWRITER 

2 yrs. 4A Agency; 1 yr. 
assistant for 
yr. newspaper. 
college grad; Vet. Consider any city. 
| Box 9551, ADVERTISING AGE 

330 W. 42nd St.. New York 18, N. Y.| GEORGE WILLIAMS CO.—Personnel 
ee ee es a | a q q ” « . > 

Chicago Sales Correspondent, 20 yrs. | 200 5. State St. War. 2063, Chieage 
Drawing account and commis- 


Experience: 
advt., 


exp. 


POSITIONS WANTED 
Secretary. 
agency 
background and education. Start im- 
Salary $260.00 mo. 


wy. Thorough 


procedure. Exc.| ADVERTISING 


AGE 


quired. 


leading mfgr; 1 


Sales personality; ALL 


OPPORTUNITY KNOCKS... 


| HELP WANTED — 
FRED J. MASTERSON 


PERSONNEL 
Executive—Creative 
tesumes confidentially considered. 

185 N. Wabash, Fra. 0115, Chicago 
Market Hesearch Man—25-30, to as- 


search for a top U. S. Manufacturer. | 
State age, education and salary re- | 


Sales—Creative—Executive 


Censult our H. R. Hazard 


| Serving Both Employer A Employee 


PUBLISHING | 


Adv. Sales 


Box 9549, ADVERTISING AGE 
___100 E. Ohio St., Chicago 11, Ill. — 
| ADVERTISING & PUBLISHING 
TYPES OF 


POSITIONS 


i Eo” SERIE eS MO 


i* 


DEBUT—Six of the 15 canned meats of Kingan & Co. as they look in their new 
labels, appearing in retail stores throughout the country. 


WPIX to Show 
Top Korda Films 


the Daily 


Tri - direc »3, | Advtg—Sales Prom. Mgr...... $8,000 
Write for direct mail samples | Assistant Account Exec.. ge . $4,200 
100 E. Ohio St., Chicago 11, Tl. Industrial Copywriters ...... $5,000, New York—WPIX, 
<<< | Jr, Copy-Engineering Deg... ..$3,000 “i " 
Layout Artists ....$5,200 |News television station, has con- 
SHAY AGENCIES 


|... for the company or agency who 
lis looking 


This ad 
proven 


son for change. Experience — all}. > ‘ , y 
phases. Age 29. Married. pmnittons peraee, Fiance Grve Ce 
Box 9556, ADVERTISING AGE ~ Box 9553, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il). z 


for an 
manager's 
successes. 


all-around man. 
campaigns are 


Ambition is rea- Chicago 


AGENCY—STATION—REP. - 
south or west preferred. 
‘an guarantee “A job well done” as| of 
representative, 
agency account-radio executive. 


Outside NY., 


~ 


station 


Plenty of 
known 


midwestern 
Must be 


successful 
Simply want to leave NY. 
cuss that spot you want to fill. Write. 
Box 9557, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
HELP WANTED in 
Advertising Layout Artist by well 
established commercial art studio in 
versatile 
in magazine, newspaper and 
mail layouts. Attractive opportunity for 
| right party. Write full information. 
Box 9552, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Ill. 


successful 
derful 
for right 


manager, or 


energy pilus nationally | and commission. 
background. 
Let’s dis- 


Posters 


Armada, R. 1, 


of over 100,000. 


30 W. Washington 


PRODUCTION—Man or Woman for 
Medium-Size Michigan Ave. Agency, 
Excellent opportunity 


100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SPACE SALESMAN | 4° 
for New York wanted by publishers | movies. which will be seen here} 
trade journal. : : 
opportunity J after WPIX goes on the air 
man. 


for solid future 
Age 32-38. 


Box 9554, ADVERTISING AGE 


CARTOON ADVERTISING 
== PLANNED—PREPARED—PLACED 
newspapers and magazines 
Signs 
Alvin M. Bantien 


Central 9800 


for | 


Won- 


Salary | June 15. 


| television.” 
Displays 


164, 


and experienced 
direct 


| Direct Mail, 
| low cost. 


Robert Peterson, Phone Central 6750 
442 Civic Opera Bldg., Chicago 6 


cities. 


Richard Cutting has been ap-) 
;pointed program director of | acquired additional space at 218 
_KMGM, Los Angeles FM station|/E. 49th St., New York, where it! farl Bothwell. Inc. 
|to go on the air May 20. Mr. Cut-|/has moved its media, accounting | , . 
ting was formerly with CBS as 
| assistant to Chet Huntley, head of| agency’s headquarters remain at} 
'the West Coast news bureau. 


Foy Paint to Baer 
S. C. Baer Company, Cincinnati, 
advertising of Foy Paint COmpany,| has 


and its 
effective June 1. 


Cincinnati, 


|247 Park Ave. 


William 


Cecil & Presbrey, New York, has | 


and checking departments. 


Stollowitz Joins DC&S | Lendom, 
formerly | Great Britain & the East, Imperial 
has been appointed to handle the| with Pedlar & Ryan, New York,| Review, Latin American World) 
| been appointed production |and the sonantapal Py Br yg | 
subsidiaries,|manager of Doherty, Clifford &/| office in Toronto at uke St., with | — : ‘; 
Alfred E. Morgan in charge. the advertising of Mi-Co-Meter 


Stollowitz, 


Shenfield, New York. 


Tamzaine Crum, 


headquarters in 


The | office. 


Brittain 
England, 


tracted for United States video 
rights to 24 major British films 
produced by Sir Alexander Korda. 

Leslie Howard, Merle Oberon, | 
|Charles Laughton, Vivien Leigh, 
|Lawrence Olivier and Ralph Rich-| 
dson are among the stars in the| 


| The signing with London Films 
330 W. 42nd St.. New York 18, N. Y.| was hailed by the station as a 
__MISCELLANEOUS _| break in the “deadlock between 
‘the motion picture industry and 
WPIX will make the 
|movies—the first released by Sir 
Michigan | Alexander for television—avail-| 


Advertising, Sales Literature, copy, | able to television stations in other 
layouts, ideas for Publieations and | 
expertly prepared at| 


‘Bothwell Names Crum 


formerly in 


| 
| : : 

i ; 1 the health education department! and cooked pork brains. 
KMGM Appoints Cutting Acquires More Space ‘. the Philadelphia Dairy Coun-| 


|cil, has been named head of the) blue, buff and red, with the prod- 
'home economics department of W. | uct shown 


New Labels Bow 
in Kingan’s First 
National Drive 


INDIANAPOLIS—The first national! 
|advertising campaign of Kingan & 
Co., 103-year-old meat packer 
here, is under way, announcing 
new labels for the company’s 15 
|lines of canned meats. 
The drive includes ads in Bet- 
|\ter Homes & Gardens and the 
Ladies’ Home Journal, radio and 
newspaper advertising, store dis- 
plays and ads_ in such trade pub- 
lications as Chain Store Age, Food 
Topics, Progressive Grocer and 
Super-Market Merchandising. 
Ads this month feature ham- 
burger patties,-corned beef hash, 
|chili con carne and K-P Iuncheon 
|meat. Later, monthly ads will 
spotlight beef stew, beef and 
gravy, pork and gravy, spaghetti 
and meat, Vienna sausage, pork 
sausages, liver spread, potted 
/'meats, lunch tongue, picnic spread 


The new labels are in royal! 


in full color on the 


making her) 


Opens Toronto Office 
Publishing Company, | 
publisher of 


One of our clients 
wants a good man who 
wants a good job 


THE COMPANY is a leader in its 
field—an important national advertiser 
—located in the Middle West. 


THE POSITION is one close to the 
top management—with exceptional op- 
portunities for advancement. 


THE SALARY will satisfy the high 
calibre man we want. 


THE MAN SELECTED for the job 
should be versed in all advertising 
techniques, with some special knowl- 
edge of network radio. He will prob- 
ably have had department _ store, 
specialty store or some similar exper- 
rience familiarizing him with high- 
stvle layout. He should be a creative 


thinker but not necessarily a creative 
man or now occupying a creative 
position. He should be a good or- 
ganizer and capable of getting along 
with people. 

WE HAVE OFFERED to run this 
advertisement over our own signature 
for two reasons: (1) We know how 
important it is to our client to find 
the right man, and (2) we know how 
much our client has to offer the man 
selected. 


Please answer fully—by letter only— 
and include a recent photograph or 


snapshot, if possible. Address your 
letter to any one of our principal 
offices. 


Foote, Cone & Belding 


919 N. Michigan Ave. 
Chicago 


247 Park Ave. 
New York 


601 W. Fifth St. 
Los Angeles 


the Pittsburgh | fronts, and recipes, serving sug- 


|gestions and ingredients on the 
| reverse sides. 
| Elmer L. Cline, 


handles the account. 


New York, 


‘Names Stanfield Agency 
Harold F. Stanfield Ltd., Mon- 
treal, has been named to handle 


(Canada) Ltd., Montreal, parking 
| meters. 


Gets Fabric Account 


George T. Metcalf Company, 
| Providence, R. I., has been ap- 
pointed to handle the advertising 
‘of Kilburn Mill, New Bedford, 
Mass., knitted fabrics. 


DISPLAY SALES 
REPRESENTATIVES 


Large, well established de- 
signer and quantity man- 
ufacturer of permanent 
displays and dealer helps 
in wood, metal, glass and 
plastic seeks sales repre- 
sentatives in principa) 


cities, 


Prefer responsible men 
handling kindred but non- 
competitive lines calling 
on national: advertisers. 


We provide complete de- 
sign libéra 
commission arrangement. 


service and 


One of our principals wil 
visit you after suitable 
contact is established. Al 
replies held strictly confi- 
dential. 


Box 7047, Advertising Age 
100 E. Obio St., Chicago 11, |. 
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Swanson Opening 
Largest Canned 
Poultry Campaign 


OmaHa—C. A. Swanson & Sons 
has launched the largest advertis- 
ing campaign ever undertaken for 
canned and frozen poultry prod- 
icts. 

Advertising will be built on suc- 
cessful features of the company’s 
1947-48 drive, which raised Swan- 
son canned poultry volume in four 
test cities from 10% to nearly half 
of the company’s total national 
volume. The cities were San 


(labels laminated with du Pont)|their influence over the purchases 


Cellophane cellulose acetate that 
permits brilliant coloring not pos- 
sible on other materials. 

New markets scheduled include 
Michigan and southern California, 


Fort Worth, Tex. 


Publication Expands; 
Accepts Cigaret Ads 


American Journal of Nursing, 
New York, is expanding its page 
width from two to three columns 
and will begin June 1 to place ad- 
vertising on pages carrying edito- 
rial copy. 

The publication has reversed its 


Francisco, Los Angeles, Houston, | pan on cigaret ads. A program of 
and Grand Rapids, Mich. In the|advertising research also is 


of patients. 


Mayo Transferred 


_ John B. Mayo has been 
pointed manager 


|ceeding the late Paul Jones. Mr. 


Mayo formerly was in the agency’s 


‘Cleveland office. 


‘Malmude to Lee-Murray 


E. S. Malmude has been ap- 
|pointed head of the mail order 
department of Lee-Murray, Ad- 
vertising, New York. 


a Bows in May 
WDHN-FM, 
News station, New Brunswick, 


ap- 
in al of the Omaha 
and Miami, Denver, Dallas and | office of Beaumont & Hohman, suc- | vent 


the Daily Home: 


57 


Scholler Names Gelula , Trade publications will be used, 
| followed by a magazine campaign 


| Abner J. Gelula & Associates, next fall. 


Philadelphia, will handle the pro- 
Bendix Buys Rand 


motional and advertising cam- 

paign to introduce Schollerize, a 

product for treating wool to pre- Bendix Home Appliances, Inc., 
shrinkage. Schollerize is|South Bend, has purchased the 

| made by Scholler Brothers, Phila-|H. J. Rand Washing Machine 

delphia, chemical manufacturer.! Company, Cleveland. 


ee 


LETTERS, BULLETINS and DIRECT MAIL 
MATTER—WRITTEN, PRODUCED, 
PACKAGE ADDRESSOGRAPHED & MAILED 


Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. 
20 years of dignified, reliable service. 


180 W. Adams St., Chicage 3, IH. Franklin 8734 


same period, its national sales in- 
creased nine times. 

The expanded 1948 campaign 
will include quarter-page ads in 


ational Life and four-color half pages in 
gan & Good Housekeeping, Ladies’ Home 
cker Journal and The Saturday Eve-| 
eneIng ning Post. Ads will promote both 
ys 15 canned and quick-frozen_ evis- 
cerated poultry. Newspaper and. 
n Bet- outdoor advertising will carry the 
id the Swanson story to local markets. 
io and 
e dis- New Markets Announced 
b- 
. Pees Trade papers in which one-half 
> ond to full-page black-and-white ads 
9. will appear are Bakers Weekly | 
ham- (for frozen eggs and bakers mar- 
hash garine), Chain Store Age, Food 
aime Field Reporter, Progressive Gro- 
s will cer, Quick Frozen Foods and 
e end Super Market Merchandising. The 
aghetti agency is the Caples Company, 
pork Omaha. | 
‘potted Color photographs in magazine 
spread ads, which will emphasize appetite 
appeal, will also be featured in/| 
royal 24-sheet outdoor posters. News- 
ya F 
, prod- paper ads will stress economy, 
me the featuring “value guides” compar- 
e sug- ing quantity of contents of Swan- 
m the son canned and quick-frozen prod- 
ucts with dressed poultry. 
York The company will continue use 
: of its recently introduced new 
mcy —§ As a user of Words 
- Mon- 
handle ° 
“Meter § YOu will be thrilled 
arking 
By the Words of.... 
A MAN WHO MADE A FORTUNE 
7 oo WITH WORDS, NAMES AND MEN 
srtising as he tells you of his business experi- 
edford ences in that interesting book 


“Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
properties — The McGraw-Hill Pub- | 
lishing Company — is none other than. 
James H. McGraw. 


The size of this book is 6% x 9%4— 
It is bound in a beautiful green) 


le- simulated leather with title and sub 
title printed in gold ink on the front | 
n- cover. | 
ont An autographed photograph of Mr. 
Ips MeGraw worth framing is reproduced | 
d on a front inside page. This book | 
n will make a useful, permanent addi-| 
re- tion to your business and home 
library, 
a) 
$]00 
Der copy 
en - ° : 
nm Advertising Publications, Inc. 
| 100 E. Ohio St. Chicago 11, Il. 
Gg : 
FILL IN AND MAIL THIS COUPON 
TODAY 
Je- °° — = ee oe se ee ee eee oe eee ee eee ee ee oe 
oa Advertising Publications, Inc. 
| Div. 922 
mt. \00 E. Ohio St., Chicago 11, Ill. 
vil ‘-entlemen: 
ple Please send me....copies of “Teacher 
A| of Business”. Enclosed is $.......... 
fi OEE: F000 s be sda eo vencnisss cadveds 
Ia, bvkscbekucsrsdecnssthenveees 
ge GOR. SSeS Sadkoe ess eseacvcccences 
} I, i. Address SOCHCHOHCSHHEE SESS EEE SESE SELES 


planned to obtain data on the buy- N. J.. will go on the air early this 
‘ing needs and habits of nurses and | month. 


LETTERCRAFT 


Louise Storz, Letter Counsel. Alma Underwoed, Pred. Mer. 


Loud and Clear - KFYR! Nobody has put a ban on 


your record 


of coming in Loud and Clear in a 


larger area than any other station in the U. S.° 


"ASK ANY JOHN BLAIR MAN TO PROVE IT! 
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Admen Find it Difficult 


to Standardize Mexicans 


Usual Copy Appeals 
Fail; Research Seen 
as Vital Necessity 


By RUTH MULVEY 
Mexico Ciry — Advertising 


still a matter of “sixth sense” here | 425,000, 


in Mexico. 
Although a number of advertis- 


ers made a fairly concerted bid | 
for the Mexican market, 10 years) 


ago, many of them stubbed their 
toes. They found that Pedro Gar- 
cia was very much an individual; 
that he and mamacita would not 
be standardized like their Yankee 
brothers; that “basic human ap- 
peals” somehow didn’t work. 
Some of the all-knowing so- 
phisticates said it could not be 
done, that no one could ever con- 
vince Pedro he should keep up 
with the Gonzaleses; that his 


friends at the cantina would os-| 


tracize him for his failure to use 
a mouthwash; or that he should 
wear a certain brand of shirt be- 
cause everyone wears it. Many of 
the sophisticates went back home. 

But others stayed, and today 
Fords, Chevrolets, Pontiacs and 
Oldsmobiles careen wildly around 
mountainous curves and_ streak 
across the open ranges in the 
north—on paved roads—and they 
wear Mexican license plates. Coca- 
Cola and Pepsi-Cola have become 
national drinks. Bathroom fix- 
tures from Cleveland factories 
grace modest adobe huts. Mexi- 
cans may eat corn flakes with soup 
poured over the flakes, but they 
are eating corn flakes. 


10 Years More? 


Perhaps, in another 10 years 
Pedro Garcia will drink American 
coffee for breakfast, coax his 
young offspring through their 
bowls of shredded wheat, stride to 
the fields in Lee work clothes and 
come home to watch the evening 
telecast from Mexico City while 
his wife finishes up the dishes in 
her new electric dishwasher. 

But before the American con- 
cept of the “good life,” with safety 
razors, streamlined kitchen gad- 
gets, vacuum cleaners, homogen- 
ized peanut butter, irradiated milk 


INVESTIGATE 


at INVEST 


Suppose you own 50 shares of Typical 


Manufacturing Corp. Perhaps you 
bought them in 1943. At that time, you 
investigated the company carefully— 
earnings, assets, liabilities, policies, fu- 
ture prospects. You were satisfied it 
was a good investment. 

Fine. That's the only way to arrive 
at an intelligent investment decision. 
It’s why we have always said “Investi- 
gate then Invest.” 

But just a minute. That was 1943. 
How many times since then have you 
re-examined Typical’s situation, just 
as carefully as you did originally? 

Did it ever occur to you that no in- 
vestment decision can ever be a final 
one? Changing conditions constantly 
change investment opportunities. 

Yet every day that you hold 50 shares 
of Typical Manufacturing, you say in 
effect: ‘I'm satisfied it's the best invest- 
ment I can make of my money.” 

Maybe it is. If you're prepared to say 
so on the basis of the evidence, that’s 
good. But if, on the other hand, you 
think your security holdings need care- 
ful reappraisal, why not use the facili- 
ties of our Research Department ? Why 
not ‘Investigate after you invest ?”’ 

If you would like up-to-date facts on 
any security or a careful review of all 
your holdings, just write 

Department X-00 


Merit Lywen, Pierce, Fenwer & Beane 
70 Pine Street, New York 5, N. Y. 


Offices in 95 Cities 


and combination 
‘graphs actually comes about, there 
will be some long, hard years 
|ahead for advertising men. 

| During fiscal 1947 (before the 
‘embargo on foreign-made goods 
took effect), Mexico’s imports 


is' from all sources were about $544,- 


of which $505,419,000 
;came from the United States— 
largely a result of advertising. 


Inflation Serious 
But today, even if it were pos- 
|sible to persuade the man-in-the- 
| street that he wants the luscious- 
|looking product on the _ poster 
/more than anything else, he 


radio - phono- | 


|it. Inflation still is growing. Po- 
licemen make only 200 pesos a 
'month (about $40-odd U. S. dol- 
lars), postmen get five pesos a 
day, and 300 pesos is tops for the 
|editor of any one of the major 
newspapers. 

Aside from the fact that infla- 
|tion is rampant, there is the prob- 


‘lem of telling the product story) 


because of lack of adequate me- 
dia, the problem of getting good 
‘engravings and having them turn 
|out well in the papers, and prob- 
lems resulting from psychological 
differences. 


According to John Sevier, sales | 


lchief of H. A. Steele y Cia, S. A., 


‘largest distributor in the republic, | 


the men trained in the U. S. or- 
|ganization can fit into any similar 
job in Mexico—except sales. 


Use the Social Approach 
| “Americans don’t like high pres- 


explains, “but Mexicans won’t 
stand for it.” As a result, Steele | 
employes are instructed to meet 
| their prospects with the social ap- 
proach—questions about the fam- 
ily, the prospect’s health, his vaca- 
tion plans—with perhaps a casual 
mention of the product on the way 
out the door. 

But the financial problem is 
most vital. It is economically im- | 
possible to create a single pattern 
of desire, and will be for years to| 
come. If an American is unable | 
to pay, he is tempted to use the 
instalment plan. His Mexican 
counterpart, however, is resigned 
to “wantlessness.” 

Two-thirds of the population is. 
engaged in agriculture, and lives’ 
on small, independent farms. The 
| Mexican farmer can satisfy most | 
|of his basic needs from his own 
\little patch of soil. If, after buy-| 


‘ing household essentials, there is | 


| 


wouldn’t have the money to buy | sure salesmanship,” Mr. Sevier something left over for the cine, | 


or a _ good, honest, man-sized 
drunk at the local pulqueria, it is 
enough. 


One-Third Spend Four-Fifths 


The two-thirds of the natio 
tilling the soil produces only one- 
fifth of the national income, o: 


‘about $8,250,000,000. Only the 


manufacturers of Milky Way, 
Chiclets, soft drinks and inex- 
pensive necessities think of them 
as prospects. 

As a result, the appeals are di- 
rected at the remaining one-third 
with the purchasing power, which 


/is concentrated in the capital and 


large cities. The nation’s annua! 
purchasing power is estimated a‘ 
$934,000,000, and most manufac- 
turers consider that between 50 
and 60% of their market is i: 
Mexico City, the only city in the 
country with a population of more 
than 1,000,000. (Currently, it i 


- eens 


dreams, ending 


The woman 


s ri Sur saw Mr. Whozis would be back soon 
wy and would we take a seat. We would. We did. 
She tuned us out, and turned back to 
Antoinette Donnelly, meanwhile making with 
the molars on some commercial chicle. 
To the best of our recollection we had 
» never before set foot on the premises, or laid 
eye on the office word wrangler, who was 
just a long shot for Miss Subways of any month. 
But there was something strangely 
familiar in the scene...like a bad dream come 
back. One of those falling-down-a-deep-well 


in a photo finish blackout. 


“Say!” Miss S. was looking hard through 
the harlequins . 
Just a little faint, we told her. And skip it. 


..“You sick, or something?” 


@, GuM CHEWING STENOGRAPHER! ... 

This was the woman who blighted our 
lives for years; femme fatale to the men selling 
News space in the early twenties, when 
according to legend, New York’s first tabloid 
was read only by stenographers! 

She made space buyers say “No” and 
our lives miserable. She kept us out of inside 
offices, off national advertising lists. Myth 
though she was, how we hated the gal! 

Pain-in-the-neck of that period, too, was 
the early ‘lime, 
styled, paint fresh, compiled from news 
clippings, entertaining and highly inaccurate, 
this not-so-news weekly invariably referred 
to the Daily News as “gum chewers sheetlet”... 
Until one day in 1929, opposite the 
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about 2,500,000.) 

Other important markets are 
Guadalajara, Monterey, 
Merida, Veracruz, Tampico, San 
Luis Potosi, Mazatlan, Torreon 
and Chihuahua. 


Difficult to Judge Themes 
But even in Mexico City it is 


difficult to determine what por-,| 


tion of the metropolitan popula- 
tion will be swayed by ad appeals. 
In back of the king-size Cadillac 


purring down the Paseo de la Re-| 


forma is the small business man 
on his bicycle with a tottering 
basket of bread and rolls atop his 
head. 

Of the two women who inad- 
vertently collide outside the dress 
shop in the lush Reforma Hotel, 


one may wear the latest Adrian, | 
the present, preferably today. 


while the other has the new long 
look of a centuries’ old tradition, 
and the dark blue rabozo, which 
serves as a shawl and a cradle for 


Puebla, | 


'the baby inside. 


The Mexican, with the excep- 


tion of the newly rich and the) 


pochos (Americanized Mexicans), 
does not have a herd compulsion. 
He is not at all concerned with 
being 100% Mexican. His wom- 
en are almost completely disin- 
terested in fads or trends. 


Land of Today 


Moreover, the prospective ad- 
vertiser is well advised to put any 
preconceived ideas about manana 
in the discard. 

Perhaps more so than America, 
Mexico is the land of today. The 


‘appeal of security is almost non- 
Pedro is quick to voice | 
ithe Spanish equivalent of “to hell 
Any | 


existent. 


with a Ford in the future.” 
sensible Mexican wants a Ford in 


Until quite recently, it would 
have been impossible to find an 
advertisement of a bank or an in- 


|surance company or trust. 


The 
general feeling is that God will 
provide for tomorrow if Pedro can 
take care of himself and his fam- 
ily ahoritita. 

It is largely because of the un- 
certainty regarding the effective- 
ness of copy appeals that research 
has received heavy emphasis. 


\“Research is our most important 


job at the moment,” says Donald- 
son Thorburn, general manager of 
J. Walter Thompson de Mexico, 
S. A. Through his new consumer 
research department, he expects 
io gain an insight into the national 
psychology. 


Phone Surveys Don’t Work 


But here again difficulties arise. 
Mr. Thorburn has found telephone 
surveys unworkable and unreli- 
able. Even direct interviews pose 
problems. Housewives, unused to 
such interest, tend to regard ques- 
tioners as mordelones who are 


Pts gee Meee eee pee 


looking the place over before rob- 
bing it. Or, with true Latin diplo- 
macy, they seek to make the in- 
vestigator happy by telling him 
they use the product, whether they 
do or not. 

Media research is almost un- 
known. Circulation chiefs of news- 
papers and magazines have con- 
sistently refused to provide such 
elementary information as audited 
circulation. Commenting on the 


situation, Edgar M. Huymans, gen-_| 


eral manager of Ruthrauff & 
Ryan’s new office, asserted: “We 
have to use a shot gun instead of 
a rifle. It is impossible to point 
your product at any specific group, 
since penetration and product in- 
dentification thus far have been 
sheer guesswork.” 

Authorities helpfully estimate 
that there are between 500,000 
and 1,000,000 radios in the repub- 
lic. But no one seems to know 
whether or not anyone listens to 


who blighted. our lives? / 


office building tenant-quarters of the news 
weekly, a large white sign announced the new 
$10-million News Building on the site, and 

set startled Time-staffers to taking note of what 
made million-plus circulation tabloid tick. 

No dope, ‘Te changed tune, alluded 
usually admiringly to News afterwards, made 
News required reading and style sheet! 

(Cf. Nothing $ucceed$ Like Succe$$ file.) 

Eventually it dawned on advertisers that 
only a newspaper printed in shorthand could 
be restricted to stenographers—and even they 
wouldn't read it if it weren't interesting! 


@ Tuart legendary stenographer turned out to 
be one of our best pals as well as our severest 
criticism. She brought the Daily News to the 
office, got the boss reading it. 
stopped borrowing, bought his own copy! 

The early News reading stenographers 
today are mostly mothers of families, pillars of 
the church, prominent clubwomen, charge 


accounts and customers all. 


The gals who grabbed guvs in the high 
income brackets got their copies of The News 
at The Breakers at Palm Beach and similar 


Eventually he 


places last winter and nobody peeped! Unless 
they couldn't get copies, which sometimes 
happens but not if we can help it! 

The News today is as much a part of 
New York as the police force or Central Park, 
The town couldn't get along without it 
anymore than it could the subways... 

The first readers read it because they 
liked it. Millions do now for the same reason. 

It’s regular diet in seven out of ten 
New York City families—including those in all 
the boroughs, and all the suburbs, regardless 
of college ties and/or income taxes. 

With more than 2,325,000 circulation 
daily, and 4,650,000 Sunday—there isn’t 
anything even close to it anywhere as a 
popular newspaper, or an advertising medium! 


@, Because New Yorkers like ‘The News, it has 
always been a good advertising medium. 

Because so many New Yorkers liked it... 
it is the first retail medium in the world 
today, first medium for the national advertiser 
in this market! 

Any other New York newspaper —or any 
two combined —can give only partial coverage; 
with one exception—at much greater cost! 

If you'd like to know more about 
The News and its market, we are able and 
willing. Just tell us when and where! 


THE [@ NEWS, New York's Picture Newspaper 
220 East 42nd St., New York... Tribune ‘lower, Chicago 
155 Montgomery St., San Francisco. 
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them, what they listen to, what 
stations are popular or, for that 
matter, who owns the radio sets. 


Radio Use Grows 


While the dearth of knowledge 
about radio is striking, advertisers 
are gradually beginning to use it. 
The wisest time purchase is said 
to be spot radio. As a result of 
this shared wisdom, there is ter- 
rific competition for spot time. 

Although the communications 

agency of the government is strict 
about many matters, spot commer- 
cials are virtually ignored. As a 
result, it is not at all unusual to 
hear six spectacular commercials 
‘follow a single piece of music, 
|rapid fire. Advertisers and agen- 
|cies, alert to the necessity for 
making their commercials out- 
standing, create the most extra- 
‘ordinary sound effects, jingles, 
|sirens and whistles imaginable. 
_ Radio gradually is getting the 
/nod, primarily because its audi- 
ence is perhaps twice that of all 
newspapers. It still is not taken 
as seriously as publications, how- 
ever, simply because no one has 
translated the audié..ce into terms 
of actual buying power. 


Media Costs Are ‘Peanuts’ 


The saving grace in a confused 
situation is that media costs are 
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“peanuts as compared with those 
in the States.” Visual media still | 
are definitely preferred by agen- 
cies and advertisers, probably on 
the theory that anyone with 
enough money to buy has the 
ability to read and the knowledge 
to understand. 


“Class” products are promoted | 


primarily in newspapers and 
magazines. Even though there is 
an almost fantastic variety of 
magazines on almost any news- 
stand, there is no single periodical 
with the broad appeal of major 
American weeklies, 


newsmMaga- | delicate work. 


zines or women’s service publica-| 1920s, or reflect the 24-sheei 
tions. The most popular are) poster technique. 
Selecciones, the Spanish Reader’s| The most effective copy lure is 
Digest, La Familia for women, that which appeals to individual 
and the weekly Manana. Trade vanity. Because of the conspicu- 
publications are almost non-ex- ous absence of the “every man a 
istent. president” and “every woman a 
Mexico City admen agree that Simmons sleeper” mentality which 
advertising methods and_ tech-| pervades Mexico’s northern neigh- | 
niques are from 10 to 15 years be-| bor, product glamorization is all- 
hind those of the States. While | important. 
most agencies try to use some There is almost no _ glorified | 
American ads with copy translated | background in illustrations. Ac- 
into Spanish, the quality of print-| cording to Edward Goddard, 
ing, ink, engraving and the coarser | youthful partner-director of Pub- | 
screens make it impossible to do| licidad General, the latest and best | 
in the way of domestic back-| 
ground is never used in advertis- 
ing household products. Instead, | 
a fairly attractive woman in al 
fairly well-arranged kitchen 
used to set off the product. 


Ads Reflect Poster Technique 


For example, there are none of | 
the familiar cigaret advertise-| 
ments showing a smoker lighting 
a cigaret with an obvious aura of 


satisfaction on his face. The ads) ? : 
are mostly line drawings here, or| Superlatives are scattered wildly 


look like drug store copy of the through the newspapers, dot the 


|countryside and clog the airwaves 


is| 


Superlatives Plus 


(Advertisement) 


like a plague of locusts. At one 
‘corner of the main thoroughfare, | 
|Avenida Insurgentes, three out- | 
| door posters proclaim the wonders | 
of three different brands of beer. | 
One is the “mas rica,” another the, 
“mas fina,” and the third the 
“mas exquisita.” 

Until recently, one of the major 
approaches in the States was in- 
consequential here. Americans 
could be sold on almost any 
“healthy” idea. Not so in Mexico, 
where health had always been 
considered a matter of good luck 
and proper prayers to the right 
saint. But lately, the “healthy 
baby” theme is becoming popular 
for more things than evaporated 
milk. 

Poco a poco, as people say here, 
the people are being educated into 
the middle class, to think alike, 
buy alike, feel alike. 

The professors of the Philosophy 
of Standardization have a hard 
job ahead of them in this country 
of individualism which, for all its 
singularity of background, is in- 
finitely more heterogeneous than | 
|the United States. But the admen | 
are confident. 


‘Ads Will Create Pattern’ 


“Advertising will create a pat- 
|tern of over-all thinking,” says 
|Sterling Wheeler, Y&R’s general 
manager. To do so, advertisers 
and agencies are working with 
the national combata de el anal- 


Hm-m-m!... Must be a “SPEND-O-CRAT” 


| febetismo, which is teaching the 
‘nation to read and write. Thus 


|far, however, much of the assist- 


(Who Writes Memos to the New York Central ) 


| Memo to Mr. Robert R. Young, of the C & 0 
| 


Dew nm at tate ond of your line, weve bern ree 


B®. particularly bhed 
comfort for human being: cros-ing the continent a> hey. 
have We like the good-looking hostesses you've put en 
recently, although they de «em to give an inerdinei- 
asmount of their attention to bebies aod elderly ladieag We 
like the idee of the movies in the dining car after dimmer 
although vou ll admit you've got to de « good deal ow that 


before the smvie house: get jealous. You made # good try 


on the mo-tipping itea, although of comme Miremappi 
which tried te forbid tipping by state law come year ayo 
vould have told vou that it wae we go. 
Be dont see much change im your reservation service 
becatee on Lee ville it'+ always been courteous and prompt minutes on March 27. Prom March 22 throws April 2. 
even in the -tres-ful war days Your tram crews, inchuding t averaged « good deal more then an hour late cach day 


even though its schedule from Washington is mere than an 
hour longer than the G. 8. Now, really. Mr. Young! 


And the equipment. Mr 


the dimeng car watter-. are courteous and friendly 


Bust. Mr. Young. don't get so cager to become « director 
wf the New York Central that you take your eves off of 
thir cnet of the lime. Thie ix # long way from New York and 


Young! It's prewar—and 


nut this last war. either. We don't ha + any streambiner: 
aut to mention tbat Train \ you recently told the New York | 
abowt, We don't 
roomette cars, There wed to be « loungesdining car 
between here and Ashland. but the lounge went during the 
war and now we have to lownge the best way we van. We 
road and we did 
have one roomett+ car out of Lowusssille nmagine that, Mr 
Young for 553.000 people! 
Fyen that’s been taken off 


(Central even have albbedroom or 


“ 
tn case you don't, we ve tried to check inte things for 
you. tn the past thirty devs. sour George Wachingtor has 


heen late inte Lowieville 16 times, from as littl a. two 


minutes on March 14 to an hour and twenty minutes or do see streambiner. on your competition + 
March 26 
The Sportsman has been late 18 times in the past thirty 


dass. from twe minutes on March 16 to three hours and ten 


het wot on vour reilroed 


Look Down, Look Down 
This Lonesome Road 
Before— 


Yoo, hoo, Mr. Young! 


The Courier -Zonrual 
THE LOUISVILLE TIMES 


REVERSING THE HARPOON—Noted memo writer Robert R. Young gets a 

memo written to him by the Louisville Courier-Journal and-Times in their own 

pages, and in the New York Times. The plea is for a bit prompter service and 

better equipment on that part of %. — C&O railroad which serves 
ouisville. 


ance in improving education, sani- | helped to reduce Mexico’s shock- 
tation and the standard of living) ingly high infant mortality rate. 
have been incidental to the main 
job of helping U. S. and Mexican | Singer Drive Cited : 
manufacturers to find a market, One of the best sales promoti.n 
for their goods. campaigns ever carried on, ac- 
Of the few major educational cording to Federico Yaniz, long- 
campaigns that have been under-| time Grant Advertising chief, was 
taken in the past few years, one that of the Singer Sewing Machine 
was sponsored by the Industrial | COMPany, which sent emissaries 


Chamber of Commerce in an effort |t® little towns and villages all 
to persuade unions not to seek | over the republic, allowed people 


higher collective wages. Another | t® “rent” the machines under an 
was an advertising drive by the | 4trangement which would deduct 


cement industry, during the war, the rental payments from the sale 
|price, and gave the women in- 


to turn public opinion against) t , : Q 
government seizure of cement Suction in sewing. — 
properties. | None of the agencies here en- 


Some work has been done,|JOYS releasing budget figures. 
|'They admit that advertising is a 


either incidentally or with fore-| 
thought, to raise the standard of | matter of pesos here, based on the 


living. A Grant Advertising cam-| volume of expected business. 
paign for a powdered milk in-|} America, they point out, has a po- 
volved instruction in maternal | ‘temtial of close to 140,000,000, but 
and infant hygiene through news- | here the potential - the four or 
papers, radio and outdoor, and. “Ve million persons with money. 

,Budgets are predicated accord- 


trike a happy medium; 


PROBLEM: 


How to advertise an American 
product in the Philippines. 


Can U.S. advertisements be used? 
How about native dialects? If so, 
how many? Who'll handle transla- 
tions? Is circulation guaranteed ? Can 
the provincial, rural areas be cov- 
ered ? How can this rich market with 
unrestricted trade be blanketed ? 


SOLUTION: 
Don’t ask a crystal gazer, sooth- 
sayer or prognosticator. 


STRIKE A HAPPY MEDIUM! The 
Ramon Roces Group of Publica- 


Magazine 


Albert C. Capotosto 


Ramow Roces Pusucarions « 


MANILA ¢ PHILIPPINES 


Publishers of THE EVENING NEWS * LIWAYWAY « ILANG-ILANG * ALIWAN-DAIGDIG 
PILIPINO KOMIKS * BANNAWAG °¢ BISAYA-HILIGAYNON * THE WOMAN’S HOME JOURNAL 


= . 


tions. Each one covers particular dia- 
lect sectors, particular trading areas 
—does a specific job. Together they 
provide islandwide coverage with 
a guaranteed readership of over 
2,000,000. Issue one space contract, 
supply U. S. English language mats 
or cuts. Your advertising will appear 
in all leading dialects. Write for 
further information. 


The leading PM Daily Newspaper 
Eight Dialect Weekly Magazines 
The Outstanding English Language 


One schedule, complete coverage 
Communicate with: 


United States Offices—270 Pork Avenue, New York 17, N. Y. 
Tel.: MUrray Hill 8-4777 


ingly. 

Progress, in the American sense, 
may have seemed slow at times, 
but it is apparent everywhere. 
Beer drinking, relatively non-ex- 
|istent before 1910, and the pause 
for a soft drink have become na- 
tional habits. Automobiles, sew- 
ing machines, toothpaste, instant 
coffee, washing machines, refrig- 
erators, fountain pens, cosmetics 
and other hallmarks of civiliza- 
tion in the United States are a 
part of the cactus-studded Mex- 
ican scene now and forever. 

The advertising business, 
Sr. Yaniz, “is velvet now,” com- 
pared to what it was 10 or 15 
| years ago, and there’s a possibilits 
that Pedro Garcia may in time 
pass*up a drink at the local pu'- 
'queria for his television set and 2 
glass of bourbon and soda at home 


Says 


| Macy Promotes Bartlett 


H. Charles Bartlett, publicity c'- 
rector of Macy’s, San Francisco d°- 
partment store, has been appointed 
secretary of the company and 4 
member of the board of directors, 
effective May 1. 


Wright Adds Fitzsimmons 


E. Gayle Fitzsimmons, former-y 
in the advertising and publici‘y 
department of the General Ele«- 
tric Company, Schenectady, hs 


joined Martin Wright, New Have", 
con:- 


/Conn., handling employe, 
‘munity and public relations. 
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Charles Luckman 


Charles Luckman, president of Lever Brothers 

Company and still on the short side of forty, is 

known throughout the business world for his “Horatio Alger” 
career. Comparatively few people know that Charles Luckman, at 
an early age, decided that he wanted to be an architect and 
turned down a university scholarship because it was for the 
School of Business. Enrolling at the University of Illinois, 

he was graduated in 1931, passed the state examination and was 
licensed to practice architecture. He continues to hold his 
membership in the American Institute of Architects. 

Because there was little building being done in 1931, he 

took what he considered a temporary job with Colgate-Palmolive- 
Peet Company and his first sales assignment was a retail soap 
territory on the south side of Chicago. In those tough ’30’s he 
moved rapidly to increasingly greater sales responsibilities, 

then, in 1935, resigned to join the Pepsodent Company as 

sales promotion manager and again moved up to successively 
heavier responsibilities. In 1943 at the age of 34, he 

became president of the company. The following year, 

Lever Brothers Company acquired Pepsodent as a division. 

Soon he moved to the parent company as executive vice- 


president and in July 1946 became the president. 
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“Advertising Age 
is one of the finest 
examples of a sound and 


helpful trade press” 


says 


Charles Luckman, president 


Lever Brothers Company 


“The trade press of America is like the sensitive 
stethoscope of a physician. Its pages of news 
on latest developments, on personalities and on 
the philosophy of the trade, reflect the ever- 


changing pulse of American business. 


“Advertising Age is one of the finest examples 
of a sound and helpful trade press. I make a 


point to read it regularly.” 
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touch with each other, and to} 
trade. About 1,000 letters a month | 
now pass through this office, re-| 
questing or receiving information | 
on where to buy or sell specific 
/merchandise. More than 500 firms | 
‘of the Mississippi Valley have be- | 
|come engaged in foreign trade for | 


New Orleans Lure 
for World Trade "sss soos Sos 
| 


Trade Conferences, ie ee 
a ; t ti thi 
International House, TE OS he GUenar ee Te 


department is the recent case 
Ads Part of Drive where an Atlanta sales repre-| 
sentative and a Guatemalan im-| 

New Or.LEANS—The third an-| Porter were brought together in| 
nual Mississippi Valley Trade|10 minutes, with the net result that | 
Conference here April 15 and 16|@Utomobile seat covers are now 
proclaimed loudly to the world| flowing to the Latin American | 
that New Orleans is making an|Country from a U. S. firm. All) international Trade Mart, profits from 
all-out effort to obtain more world | ‘transactions, of course, cannot) which will be put into an advertising 
trade. travel quite that fast, but the fund. 

Originally the conference was|W0rld trade development depart- 
scheduled to be held in connec-|™ent is rendering rapid, efficient;This most recent “promotion 
tion with the “Future of Free-| Service to all comers. ‘seems destined for success even 
dom” forum (sponsored jointly by| Companion -piece to Interna- | before it gets under way. Al- 
the city and Time), but “world| tional House is the soon-to-be- | though the handsome, five-story 
conditions” canceled the forum )|¢completed International Trade/ultra-modern mart will not open 
(AA, March 29). Mart, located just a block away.| until July, 

The speakers’ list for the con- 


Trade Mart Latest 


NEW ORLEANS’ LURE—Besides its 
famed International House and other 
devices to increase world trade through 
its port, New Orleans will soon have this 


” 


leases have already | 


| been signed for 85% of the avail-|is that the non-profit institution 
able space, according to Clay! will put all proceeds over the cost 
‘Shaw, managing director. Re- of operation and refunding orig- 
maining space will be assigned to | inal cost into advertising and pro- 
applicants whose exhibits are con-| motion in North and Latin Amer- 
sidered to be of most value to in-/ica. Bauerlein Advertising, New 


| ternational trade. |Orleans, is currently handling 
| Profits to Ad Budget | publicity and advertising. 


| The mart was financed by civic | Is 2nd U. S. Free Zone 
|leaders and local business men | Last summer New Orleans be- 
‘who put $1,300,000 into the ven-| came the second U. S. city to have 
|ture while it was still on paper. |a free trade zone. New York was 
| Now they can begin to see phys-| first. .IIn the New Orleans free 
ical evidence of the completely| trade zone are 20 acres of ware- 
air-conditioned trading center) houses where merchants can bring 
once visualized only from blue|and store goods} from overseas 
| prints. |without paying duty. There, too, 
_ First of its kind in foreign| goods may be.,repacked, sorted, 
'trade, the Trade Mart will func-|reshipped abroad or just stored 
tion as a combination showroom | indefinitely. Only when the mer- 
and office building, with translat-| chandise is finally brought out of 
ing, traffic, stenographic duties and | the zone to be sold in this country 
|}other expert service personnel is duty charged. 

|readily available. Displays will Governing body of the port is 
'face every corridor through show-| the Board of Commissioners of 
| case type glass walls, with a gen- | the Port of New Orleans. In ad- 
‘eral segregation of products by/| dition to having responsibility for 
‘floors of the building. operation of 21 miles of in-line 
One unusual aspect of the mart | quay-type wharves, which served 


ference made it an affair of wide . 
significance. Speakers included 
Panayiotis Kannelopolos, former 
prime minister of Greece; Sen. 
Henry Cabot Lodge of Massa- 
chusetts; Elmo Roper, public opin- 
ion analyst; Henry R. Luce, pub- 
lisher of Time, and many others. 

Meanwhile, New Orleans busi- 
ness men are successfully waging 
many other promotions to lure in- 
dustry and trade. 


Luxurious Hospitality 


On the corner of Camp and 
Gravier streets in downtown New 
Orleans, International House 
makes an across-the-board pitch 
for foreign trade, particularly with 
Latin America. Several floors of 
the building have been converted 
into a handsome club, with many 
aspects of a swanky private one. 
Here visitors are welcomed into 
the large reception hall, dining 
rooms, bars, reading rooms, of- 
fices, and various assembly rooms, 
and there is no more comfortable 
or convenient place to have lunch 
or a conference. But beneath all 
the luxurious hospitality is a con- 
stant and active spirit which pro- 
motes international trade and 
good will. 

Accredited representatives of 
foreign firms have at their dis- 
posal office space, interpreters, 
secretarial assistance in nearly 
every modern language, and an 
enormous wealth of statistical and 
economic information about the 
United States. 

A special division of Interna- | 
tional House, the world trade de-| 
partment, has operated since | 
April, 1946, to get business men in| 
the U. S. and those abroad in 


late last year they brought out a new model. . 
let him tell it: 
‘‘This new model had not been advertised in 


~y 


We mix a lot of 


good horse sense in 
our offset inks 


a, ay . 
abs 


GOT THIS straight from the president of the company. 
It’s one of America’s leading radio companies, and 


publication, and deliveries had not started when Holiday 


If it hadn’t been for an error, this amazing response story never could have been told! 


appeared. Our ad ran in the November issue through a 
mistake, one month before it was supposed to appear in 


. but any of the national publications. 
“IT did not know that the advertising had appeared 
any in Holiday until I had a call... 


It was from the president of a motor car company, 
asking if he could get three dozen of the radios in time 
for Christmas. The next day a call came from the presi- 
dent of a leading pen company; he wanted two dozen. 
Another president of an automobile company called. 

‘*Then,” continued the president of the radio com- 
pany, ‘‘a roar started from our distributors and dealers, 
asking us for this new model, which they had not yet 
seen except in the advertising in Holiday. 

‘‘A national advertiser is rarely offered the oppor- 
tunity to gauge the value of a publication such as we 
had. My congratulations to Holiday .. .”’ 

Why am I telling you this? Because, although the 
circumstances are unusual, the results aren’t at all. 
This is a typical example of the responsiveness of Holi- 
day’s 800,000 families. If you’re not already a reader, 
you’re missing America’s most beautiful, most stimu- 


735 advertisers representing 40 different classifications 
showed their wares to responsive Holiday readers in 1947, 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


lating, most vital new magazine. And if your advertising 
is not in Holiday, you’re missing plenty! 


THE MOST RESPONSIVE MARKET TODAY IS EXCLUSIVE WITH HOLIDAY 
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2,475 ships in the last fiscal year, 
the board maintains representa- 
tives in key U. S. cities to hustle 
traffic for the port. 

The newest promotion on the 
port is a hue and cry for a tide- 
water channel from New Orleans 
to the Gulf. It is now 110 miles 
and an eight-hour ship trip to the} 
Gulf. Experts claim the 6214- 
nile tidewater canal will save 
‘ravel time and free the engineers 
from the headaches of river silt 
ind river-mouth activities of} 
lredging, jetty construction and 
other costly upkeep. Army engi-. 
neers have approved the $90,000,- | 
000 project, which now rests with 
Congress. 


$200,000 Ad Fund 

Coordinating the promotional | 
efforts of these business lures is | 
another non-profit organization, | 
Greater New Orleans, Inc. This 
group solicits funds from local 
business men to the tune of $200,- 
000 annually to place advertising, 
mostly in U. S. publications. Cam- 
paigns thus far have sought in- 


dustry and trade, with the soft-| 


pedal on the fabulous tourist at- 
tractions of the city. 

A central figure in the promo- 
tion of New Orleans as a trade 
center for the past two years has 
been youthful Mayor deLesseps S. 
Morrison. 

Since taking office, Mayor Mor- 
rison has devoted a large portion 
of his time to building trade and 


_good will for the city, particularly 


in Latin America. He created a 
department» in the city govern- 


ment especially to promote foreign 


relations. 
An important bee in Mr. Morri- 
son’s bonnet is centralization of 


|New Orleans’ five major rail pas- 


senger terminals into one Union 
Terminal Station. 


Promotes Roeder 

Edward Roeder Jr., eastern ad- 
vertising manager of Popular Sci- 
ence Monthly, New York, has been 
appointed advertising manager of 
the magazine, succeeding Wilbur 
L. Menne, who has returned to 
the West Coast. 


Independent Tire 
Dealers Expand 
Merchandise Lines 


WaASHINGTON—The National As- | 


isociation of Independent Tire 
Dealers estimated recently that 
nearly half its members are plan- 
ning physical improvements this 
year, and that total spending by 
all tire outlets during the year 
/may exceed $1,397,071,772. 

| This first of three industry sur- 
i'veys by the association reveals 
‘that the largest investments, dol- 
larwise, will be by service staiion 


‘operators, with automobile deal-| 


‘ers not far behind. 

NAITD sees a continued trend 
‘toward additional lines of mer- 
| tire dealers adding automotive 
|services, electrical appliances, pe- 
'troleum products and_ sporting 
|goods. It estimates that 57,069 
‘service station operators and 
9,494 auto dealers will make sim- 


on es - Be 
ee rece | en ibe F ripe x eae 


|chandise and services, with 7,160 | 


63 

ilar additions. In the three brack-; 4 ’ . - 

ets, NAITD visualizes jobs for SRL Finds Bride > 

113,624 new sales employes and | 

127,688 service employes. Who Plans French 
The second survey in the series 

will deal with “Cost of Operating.” | Honeymoon Soon 

New YorK— The French Na- 

Editions Hit Record tional Tourist Office, which, 


Reader’s Digest said recently through L. H. Hartman Company, 
that sales of its March issues, both | Placed an ad in the classified col- 
French and English, in Canada umns of the Saturday Review of 
had set Canadian records. French | Literature, certainly got results. 
edition exceeded 124,000, English| The Tourist Office advertised 


| Sere. \for a beautiful spring bride, who 
epee iggy ,intended to spend her honeymoon 
_G-E Names Holland ‘in France. Object: to get her en- 


Dudley Holland, formerly head | dorsement of La Belle France as 
of his own advertising and mer-|the perfect setting for a honey- 
chandising company in New York,; moon, to be used as a part of a 
has been appointed advertising continuing testimonial campaign. 
manager of the General Electric! The ad read: 

Supply Corporation, New York. | “WANTED: A BEAUTIFUL 
° BRIDE. Surely some SRL dam- 
Appoints Allerton sel, plighted for spring nuptials, 

Richard M. Allerton, formerly plans her honeymoon in La Belle 
director of research at Abbott|/France. If such there be she will 
Kimball Company, New York, has | jearn something to her advantage 
been appointed director of mar- if she will write Box 215-X.” é 


keting and research of Wiley, 
Frazee & Davenport, New York. | Some 29 betrothed mademoi- 
|selles, and a few others who 


——_ 


| wanted to be, and took the ad as 
a bid from a _ potential suitor, 
| wrote to the SRL. Of this group 
|Miss Harriet White Moffat, Brook- 
_line, Mass., was chosen to pose 
with a bride-to-be testimonial for 
France. The copy is running in 
| several magazines as a part of th¢ 
Tourist Office’s spring drive, 
which is more than double last 
| year’s effort. 

_ And what does Miss Moffat get 
|out of the deal? The Tourist Of- 
fice, which assisted her and her 
'fiance, Paul Cushing Sheeline, in 
obtaining return passage to Amer- 
/ica, will treat the newlyweds to 
jan evening’s round of the gay 
/spots of Paris. 


| . . 

Buys Publication 

| The American edition of Engi- 
/neers’ Digest, published by E. D. 
| Publications, New York, has been 
acquired by Technical Periodicals, 
/new corporation with publishing 
offices at 1 Madison Ave., New 
/ York. A. Maxwell Palmer is presi- 
ident; J. E. Paige is vice-president 
/}and managing editor, and William 
Falk is secretary and treasurer. 


Appoints Dennison 

John R. Dennison, formerly 
with Erwin, Wasey & Co., Chicago, 
has been appointed director of the 
|creative department of Klau-Van 
Pietersom-Dunlap Associates, Mil- 
/waukee agency. 


5000-223 


Holiday’s 800,000 families are America’s most responsive market. Why? Read this list of seven contributing factors: 


1. Holiday families are alert, intelligent . . .eager for new 


experiences. 


2. Holiday families are community leaders. 


3. Holiday is read by all the family . . .equally interest- 
ing to men and women. 


4. Readers prize their copies, read and re-read them for 


pleasure and reference. 


5. People read Holiday in a relaxed, responsive holiday 


mood. 


6. Readers look to Holiday’s advertising pages for ideas 
... find there a wide variety of products and services. 


7. Holiday is “America’s Most Beautiful Magazine.” 
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| Plugs New Cookie Mix 


Flako Products Corporation, 
New Brunswick, N. J., is intro- 
ducing Flakies cookie mix in a/| 
campaign continuing through July 
15. Ads of 100, 200 and 400 lines 
will appear in 41 newspapers in 
the New York metropolitan area. 


1. CROSS COUNTRY NEWS 


An aviation newspaper de- H. B. LeQuatte, Inc., New York, | 
wee Rng y) oa is the agency. 

in the U. $ clreu- Sener | 

men, 0. Promotes Scarcliff | 


2. THE MAILBOX 


A direct mail odvertities me- 
dium devoted to the farmer 


J. B. Scarcliff, in the dealer store | 
merchandising department of the 
Firestone Tire & Rubber Com-) 


. » « reaches over 19,000 farm 
homes of the South Plains of pany of Canada, has been ap-| 
West Texas. 


pointed head of the advertising| 
3. MERCANTILE NEWS department. 


A direct mall ogvernene me- 
dium devoted to the urbes Harvey Names Zumpe | 
lamilies of the 1 south 
plains of West Texas. . . Elsa Zumpe has been named di- 
reaches over 28,000 town and rector of advertising for the G. F. 
city Harvey Company, pharmaceuticals 
FOR RATES AND INFORMATION manufacturer, Saratoga Springs, 
WRITE TO N.Y 


M. I. HALL 


A a Banner & Greif Moves 
1007-A 13th, LUBBOCK, TEXAS 


Banner & Greif, New York, for- 
merly located at 424 Madison Ave., 
has moved to 250 W. 57th St., 
New York. 


YOU MAY STEAL 124 BASES 
IN ONE SEASON*— 


| 


| 


BUT — 
YOU CANT 


SCORE IN WESTERN MICHIGAN 
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Miracle Mineral 
For Modern Living 
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INTERNATIONAL HARVESTER SALUTES OIL INDUSTRY—This four-color spread, scheduled for May issues of Business Week, 
Collier's, Nation's Business, Newsweek, The Saturday Evening Post and Time, tells the story of oil and the part Internationa! 


Harvester Co. equipment plays in its production, 


The ad is timed to appear just ahead of the International Oil Exposition 


in Tulsa, Okla. Aubrey, Moore & Wallace, Chicago, is the agency. 


Public Address 
Broadcasts Hot 
Medium in Britain 


Lonpon—Necessity is the 


‘mother of invention—even in ad- 


vertising media. Because adver- 
tising space problems are so acute 
in Great Britain, commercially 


'sponsored public address system 


broadcasts and commercial films 
are getting increased attention. 
J. Walter Thompson Company | 


'was the first to relay commercials | 


to large sports meetings. Public 


jaddress systems in stadiums are 
utilized, and the agency prepares | 
/programs similar to radio shows | 
\in makeup. These are pre-re- 
| corded and relayed to the waiting 
‘erowds before the event, during 


intermissions, and at dispersal. 
The Commercial Emerges 


The agency says that non-vocal 
music and military band marches 


‘are the best fare for the broad- 


WITHOUT WKZ0-WIEF! 


There’s a darn big market in Western Michigan 


casts. Thompson has been using | 
the medium since March, 1947, 
and has a current weekly cover- 
age of more than 70 “sporting fix- 


dium were Pal razor blades, Car- McKelvy Boosts Riebow 


ter’s Little Liver pills, and more 
recently Aspro, Caley’s chocolates, | 
National Savings Committee, 
Goodyear Tyres and Brylcreem. 
The emergence of commercials 
in public address systems is in-| 
teresting, since the British have 


BBC. 


Commercial Films Increasing 


Commercial films are 
ing, including some in the very | 
short (two-minute) category; 
“Signs of the Times’— 
magazine running 5 minutes, split 
into six sequences, three of which 
are advertising items; “Young 
Shopper’s Gazette’’—also five min- 
utes, devoted entirely to advertis- 
ing sequences; and glass slides 
and slides on film, shown in a 
majority of cinemas. 

Also operating are mobile vil- 
lage cinemas and mobile spon- 
sored film road shows, as well as 
| films in schools and private show- | 
ings in youth clubs. With four- 
Page newspapers, limited to five 
‘columns of advertising, the maxi- 
i'mum R.O.P. size is three inches 


— the second | tures” totaling a little less than | on two columns, and the maxi- 


market in an entirely fabulous State. But you can’t reach it from | 1,000,000 spectators, with individ- mum frequency for an established 


any “outside” station, because the area is surrounded by a wall 
of fading which actually, literally and truly blanks out all except | 
local broadcasts. 


Most people in Western Mic higen tune to WKZO in Kalamazoo 
and WJEF in Grand Rapids, for their radio entertainment. 
There’s a team for you to play ball with — two CBS stations | 
which are also tops in local pyagreseneng. and which have vir- | 


| 
| 
| 
| 


tually no “outside” 


WK/Z0O's “Share of Audience” in Kalamazoo, Mon. thru Fri., 
Noon to 6:00 p.m. is 55.2 —- 36.5 above its highest competition. 
WJEF’s in Grand Rapids is 26.7—4.5 above its highest competi- 
tion. (Hooper Report of Jan.-Feb., 1948.) At their sensible com- 
bination rate. WKZO and WJEF are obviously a bargain you 


can't afford to miss! 


competition! 


We'd like to tell you more! Write us or call Avery-Knodel, Inc.! | 


*Jimmy Johnston did it with San Francisco in 1913. 


BOTH OWNED AND OPERATED BY | 


FETZER BROADCASTING COMPANY | 


AVERY-KNODEL, INC., Exclusive National Representatives 


ual audiences ranging from 3,000- | 
|75,000 in size. 
Initial clients to use the me- 


advertiser is 10 insertions an- 


|nually in dailies and six inser- 
|tions in the Sunday editions. 


a screen | 


John F. Riebow, who joined 
Alfred D. McKelvy Company, 


|New York, maker of Seaforth 


| toiletries for men, in 1945, has 
| been appointed export manager of 


| the company. 


‘WTOP Promotes McGredy 


stoutly resisted using them on | 


Robert M. McGredy has been 
named sales manager of WTOP, 
| Washington. A sales staff member 


| for the past two years, he was for- 


/merly a salesman with the Wash- 


increas- | ington Post. 


rland 


Dorland, Inc., New York, has 
been appointed to prepare an ad- 
vertising campaign for Walco 
Tele-Vue lens, image magnifier 
|for television sets, made by E. L. 
Cournand, Inc., New York. 


Himmel Joins WNEW 


Miss Claire R. Himmel has been 
appointed assistant to John V. B. 
Sullivan, director of promotion of 
Station WNEW, New York. She 
previously was promotion and re- 
search director of Station WGAC, 
Augusta, Ga. 


KSTL Names Stufflebam 


R. L. Stufflebam, general man- 
ager of Station WDZ, Tuscola, IIL, 
has been appointed sales manager 
of KSTL, St. Louis, new inde- 
pendent staticn on 690 kc. to go on 
the air late this month. 


A DOZEN 


WMuch less because 
oil GEL en deastadhs exttha 


LESS THAN 
. 
I 


The Eagle Magazine with 1,052, 
fraternal publication in its field, 


MAGAZINE 
Eagle. 
Gebs« -« ° 


000 circulation, is the fastest growing 
and the following figures taken from 


Standard Rate and Data show that its rates are the lowest: 
RATES FROM JULY 15, 1947, 


SRDS 
MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
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York Plumbing 


minimum retail price for adver- 
tising, we will be labor contract- 
ors,” Mr. Carpenter said. 


LEY Seat hee 
G-E Again Cuts Price 


General Electric Company, 
|Schenectady, has announced its 
second price cut within one year 


Jobber Launches 
Co-op Ad Drive in newspapers on April 22, 23 yo 


Attantic Ciry—The Careva/country. The agency is Batten, 
Company, York, Pa., is launching | Barton, Durstine & Osborn, New 
a newspaper campaign that may York. 
result in national advertising by | 


plumbing and heating supply | Forker Joins WPIX 


wholesalers. . saat 

E. G. Carpenter, president etl week the eee Sr shee Wane 
Careva, explained his company’s | tejevision station, as program pro- 
venture into cooperative adver-| motion manager. He formerly was 
tising of supplies at a minimum | with the National Advertising Art 
retail price, at a meeting of the| Center, a commercial art clearing 
Middle Atlantic Wholesalers’ As- | house. 


NAB Program Log 
Shows Increased 
Sustaining Time 


|to 50 kw.) gave 33% of their time;are: Roscoe Smith, Condon Com- 
to sustaining programs, while me-| pany, Tacoma, vice-chairman, and 
‘dium network stations (500 to 5,- | Dan Gerber, of Mac Wilkins, Cole 
(000 watts) 
‘small stations (250 watts or less) 


we 

My’ 
he 
‘Ai 


& Weber, Seattle, secretary-treas- 


devoted 33%, and' 
urer. 


gave 42% of their time to sustain- 


| WasHincton—Radio stations in | ers. ° e 


| the United States devoted about | 
6% more time to non-commercial, 


cording to the second program log 
analysis of the National Associa- 
tion of Broadcasters. 

In February of °47, stations de- 
voted 41% of evening time and 
39% of total air time to sustain- 
ing shows, while in the same 
month of the preceding year only 
34% of total time was given to 
non-commercial shows. 


Large network stations (7.5 kw. 


‘markedly greater percentage of 
sustaining programs in February,|sustaining programs. Large sta-. 
1947, than in February, 1946, ac-|tions averaged 41%, medium sta- 
| tions averaged 49%, and small sta- 


Independent stations carried a 

remember 
Business 
Associates 


tions 48% of their total time on 
non-commercial programming. 


Four A’s Unit Elects 


Miller Munson, Ruthrauff &') 
Ryan, Seattle, has been elected 
chairman of the board of gov- 
ernors of the Washington chapter 
of American Association of Ad- 
vertising Agencies. Others elected ¢ e 


sociation here. 
Mr. Carpenter, who is president 
of the association, said legal opin- | 
ion was obtained before the pro-. 
gram was initiated. His company 
handles electrical appliances as 
well as plumbing and heating sup- 
| 


TEXTILE BRAND BUILDING BEGINS IN THE TRADE 


“It would be imprudent of me, | 
even after having quoted the best | 
legal authority I know, to say to! 
the industry, ‘You are now free to| 
proceed to advertise minimum re-_ 
tail uninstalled prices established | 
by the manufacturer or whole- 
saler,’” Mr. Carpenter declared, | 
“put we, at York, are proceeding 
to do so,” 


Maker Sets Prices 


He outlined the Careva plan of 
cooperation between manufac- 
turer, wholesaler and plumber- 
contractor. Minimum retail prices 
on trademarked or patented goods 
are set by the manufacturer, or 
by the wholesaler if the manufac- 
turer does not wish to do so. 

Advertisements are drawn up 
by Careva’s advertising agency 
for use in local papers by the 
contractor-plumber. Participating 
plumbers pay Careva 1% addi- 
tional on all invoices. 

In return, the plumber submits 
the bill for any ad he inserts in 
his local paper to Careva, and is 
paid 50% of the cost, up to the 
amount accumulated via the 1% 
added to invoices. 

Mr. Carpenter warned that com- 
peting businesses—electrical con- 
tractors, oil companies, appliance 
dealers and mail order houses— 
are gaining an increasing share of 
the wholesalers’ market. 

“You won't like the answer, 
you may even refuse to believe 
it,” he declared, “but the truth is 


SOMETHING’S MISSING! 


they did it through aggressive ad- 
vertising and merchandising of 
minimum retail uninstalled prices 
of trademarked or patented items 
lo the public through daily news- 
paper ads and radio broadcasts.” 


Plumbing an Exception 


He said that the purchaser of 
Sanitary fixtures never asks for! 
4 fixture by the manufacturer’s 
name, “because there is no local | 
direct advertising appeal, there is. 
ho indication of what the price 
might be, nor where it can be 
purchased or even seen,” in na- 
tonal advertising. 
“In the durable goods industry, | 
the manufacturer usually estab- 
lishes the retail price, the princi- 
bal exception being the plumbing 
and heating industry,” Mr. Car-. 
péenier said. “In most instances, 
Procucers of durable goods have 
large advertising and sales pro- 
mot.on departments where elabo- 
fate plans are made for national 
‘nd local advertising. Amounts 
Yarving from 2% to 7% of the 
eta.l price are set up for local 
adv rtising.” 

declared that due to a lack 
idvertising, the paperhanger 
mger sells the wallpaper, in 
Y cases. 

“The paperhanger today is al- 
solely a labor contractor, 
unless we quickly recognize 
necessity of establishing a 


In your textile-apparel brand building you have 
only partial coverage if you neglect trade paper 
advertising. All your consumer brand recognition 
is wasted if your product is not featured by name 
in the retail store. 


Before you can even think of consumer advertising, 
you must build trade-wide distribution for your 
product. 
. . . Daily News Record reaches men who 
set buying policy! 


You must make sure your identification material 
. . « labels and hang-tags . . . remain on the 
merchandise. 
. . . Daily News Record influences execu- 
tives who control identification policy! 


DAILY NEWS RECORD 


You must educate retail sales people to push your 
product intelligently. 
. . . Daily News Record devotes special 
issues to sales training! 


You must promote the use of your dealer help 
material. 

. . « Daily News Record reaches store 

executives, merchandise managers, buyers 

. all of whom plan store advertising! 


Daily News Record is the only daily business news- 
paper read by the entire textile, domestics, men’s 
and boys’ wear industries. from producer-to- 
retailer. 


Daily News Record, 7 East 12th St., New York 3 


DAILY BUSINESS NEWSPAPER OF THE TEXTILE, DOMESTICS, MEN’S AND BOYS’ WEAR INDUSTRIES 


oS Wee eh 2 o or RT: 7 ae | Fees Res ae tt hw a 7 eh Ee , 3 si ROS ts 4 Ei, eres ‘ PEP a Fee * ca Bes ag 
Bs -" Roe ; sig rant fees AS Te gaa mee ae ae naa : Pi dae ald ager es aoe Ges ae ii or | rns. ee Bah uy ae. Tee rte. 
r. if ee eee : eS; 7 os ; : = re 3 Se Joos “ he a * F é sad Se rie ik x 72 ee i haa m Wy “eal ur ee : a) Me ek ‘ ae 
oe algae bee ae ak = oe eo Sd Sa ain 6 ae eee * Ke * ae re He ape ee re ee si Mais ie a Pee yy Sere 
, ~ 65 = 
ce 
: ee a 7 
ae 
i Bees 
ee eh SRN eR TT ERC fii 
i 
with % ee 
ot ee 
a a 
ae 
TS 
| oan 
‘ feta. 
w 4 
ined | 
pany, 
forth Bas i 
has ' ca oe i 
> ca "hes 
er of S ®@ wa is: 
, oll Pi ’ ; m 
Se leit : ut ; 
edy “ : ; 7 = ci. : ‘ 
been A : 
ae ge 7a eee | 
TOP, : ee | 
mber eee i - 
- doe | m 
; for- g . Bcc. s 
Vash- re \\ 
= 
, has : 
n ad- \ 
Walco » : 
alter | yy J pe 
, * ‘i 
; been 
V. B. aaa 
orshe ee | 
. She ae 
id re- ‘] 
GAC, 
am ae 
man- a | ae 
a, Il. oe 
anager Pee 
inde- i 
go on = - 
ages 
ae } ae 
=. ee 
_— a 
— - 
Da 7 B, Fa o—_at a a 
- lu News H, a 
Jeeate. tom oa 
’ a meet : oe rau ee 
Hey On WW ig, am Vases i : a 
- * Sessa) “momar, 4, Pace ates f j rm 
acme yl a 
wing Se ia; — | a 
Me Sys, " i ‘ 
tren Tod | " 
ste 1 & 
. o, bs 
. 
= ie 
{ St | a 
ae NaS m2 / : 4 J | ol 
‘t¢ * é a 
ee : 
4 F 
" ] = 
a 
Let Sear eel. ra Bo ie Foe T= ee ig eh eat ae bine Bay tigi aeh ieee Bs As ea age See g eet ea g ie Pe Sigh ee rt ORS TE OL SR eae uith eg Raa DOR OPER agin ERC, af ay ga SOS oT gC Ante a toe Tt ek yt gs SONS aa WOE PORE a PO 7% 


Advertising Age, May ou, [9% 


the approximately 25 advertisers;each product would total $597,000 | 
who tie in with the magazine’s a year, or $575,000 after deduct-| 
plan and who, of course, run ad- ing 2% for redeeming the box) 
vertisements in the publication. tops and paying for nine page ads 
it works—or will,| in the magazine, he points out. 


SKS 


| ae 


* ‘Christian Herald’ 
i! to Buy Box Tops 


i | Here’s how 
from Churchgoers by the time it starts next fall. The magazine plans to run Nancy Lou, daughter of E. B. Nattemer, publisher of Meat, won 
Non-competitive advertisers will| “house” ads, use direct mail,| third prize in the AFA essay contest on “How Advertising Helps to 


New Yorx — Christian Herald, ; 
the magazine for Protestant be accepted in the program.) posters and other methods to pro- 


churchgoers, is going into the box- Christian Herald will send a list| mote the plan. 


Raise Our Standard of Living” in Chicago... fi) 
‘of these advertisers to church! ee | 


George Dock is making a business out of his hobby—birds. He 
recently resigned from his post as account executive of Fuller & 


top business. Vv" 
is starting a Christian Her-|8roups, detailing how they may) : 1 | Smith & Ross, New York, to become director of public relations of P 
a odes ne « satetetion Plan | obtain cash for box tops or labels. — or a cade the National Audubon Society. .. Last month the New York News wer 
under which its readers, as mem-|The magazine counts the incom- | | tising be - aes tees a apologized to Sidney Strotz, NBC vice-president, for incorrectly terr 
bers of church groups, will collect | ing box tops, bills the advertiser,| 5.5) stores of M. Goldberg & Sons,| identifying his wife as Bob Hope’s spouse in a picture, but at least stat 
¥ box tops and wrappers of na-/ receives the money—in most Cases | Syracuse, has been appointed ad-| the paper kept it all NBC... Ver, 
tionally advertised products and equalling about 2% of the retail) yertising manager and director of | The Syracuse Chamber of Commerce has reelected Robert G. of 1 
send them to the magazine. For| purchase price of the products—|sales promotion in charge of; Soule, v.p. and part owner of WFBL, Syracuse CBS affiliate, presi- Con 
doing this, the church groups will and forwards it to the churches.|Princess place mats and bie dent for the second term... Parade’s Publisher Red Motley turned Am 
receive cash. The latter may then spend it for|Grain wall coverings made by) crimson when, as toastmaster at the Lewis & Conger safety dinner, here 
: The payment is to come from|/@ new organ or bench pews or Ullman Company, Brooklyn. __ he took his seat after an intro- 2 
whatnot. ne | duction only to land right on too 
Le Phelps Pratt, advertising man- Names Burton Browne | the — a still trying to oa 
Be sure to seo » ager, expects that at least 3% of rtisi convince friends that it wasn’t = 
: FREE Bi xRibs yank ‘ some 87,000 churches reached ny | coda tie nae tee 0 direst| part of the act... nag 
eye-catching ‘photo. Com. Christian Herald will participate,|the advertising of Skyline Tower, Proud fathers last month in- *. 
plete with copy and type with an average of 35 members Company, Chicago, manufacturer | cluded Will Rolands, producer ture. 
setups in mat form. — : | . ° : % f CBS’ “Arthur Godfre ” ketu 

ene fe See Dee: of each participating group buy-|°f Tadio station broadcasting an-| 0 y > ‘ 
elgg SP ary . |tennae. Technical publications in| “Robert Q. Lewis Show”, and broa 
10 East 38th St. New ing a 25-cent tied-in product bi- the communications field and di- “Broadway and Vine” programs base 

= es weekly. The resulting gross for rect mail will be used. who haé s itew son: Béwm A. and 
_ Roberts, partner of Byrne, Har- senst 
hy ; rington & Roberts, his fourth terpl 
The _ boy; Martin Davidson, assistant sales 

advertising director, Scientific add 
American, a boy, too. . . and | 
JOURNAL General Foods’ Publicity tainil 

Chief Bill Baker will join the ture, 
° ° ° Society of Country Squires this tions 
is now in its mone whee he moves into his Dr. 
new Connecticut home —a two ’ what 
acre estate, complete with a new Pog ene yee wy y Bg He ¢ 
green Dodge. .. Robert T. ae ) Le - My blish pe the b 
Ma f WMRN. Mari O.. j and, Cal., and assistant publisher o birth: 

son 0 » Marion, U., 1S the Oakland Tribune, congratulates birt 

a candidate forRepublican Glenn Shaw, general manager, and 1933, 

nomination to Congress from Howard Gossage, promotion manager rary 
the eighth Ohio district on of KLX, on winning two awards in the futur 
May 4... College of the City of New York com- boom 
George Daly of Lennen & petition. fect \ 
Mitchell has just returned from currir 

a Bermuda vacation. .. Weddings last month included that of Don- 


ald Glen Fink, editor of Electronics, to Alice Berry, and recently en- 
gaged couples include Jane Parks of Young & Rubicam to Joseph “Wi 


Gibbons; Edward Pratt, of the advertising department of the Wall bearir 
Street Journal, to Eileen Gargan, and Barbara Franch of CBS to “their 
Bert Caldwell of Conde Nast... but sr 
Cameron Hawley, director of advertising and promotion for Arm- slide 
strong Cork Company, is the author of “Unfinished Business,” his Each 
seventh story to appear in the Saturday Evening Post... J. L. recur 
Deane, v.p. and director of McCann-Erickson, has been appointed finally 
council chairman of the White Plains public relations council. . . Dr. 
The meeting of directors of the International Affiliation of Sales prepat 
e and Advertising Executives in Brantford, Ont., was as unusual as in the 
any could be. Ralph S. Williamson, secretary of the Brantford Sales The 
and Advertising Club, who was seriously injured in an auto acci- good, 
| dent five months ago and has since been confined to a hospital, not with 1 
| only attended on a stretcher, but introduced the head table guests. . . ing, fe 
And Grant Stone, Cleveland Press exec. who is v.p. of the Cleve- n Ay 
land Ad Club, which will play host to the affiliation this month, zreatey 
ran afoul of the law. Hearing that there was a shortage of lettuce lation 
in Canada, he carted a whole bushel up with him, intending to give The 
f l d can it away as door prizes. But Canadian customs refused to admit the going 
O tota a vertising lettuce. D. Lee Dolan, Dominion Government Tourist Bureau, Ot- among 
tawa, told Grant to get in touch with him first the next time he coming 
wanted to bring lettuce into Canada... . ket. wi 
LEADERSHIP Ed Batchelder, Assn. of National Advertisers secretary, cele- of 10 | 
brated a birthday April 13, in the midst of the ANA spring meet- cans. 
ing in Chicago. The event was appropriately marked by a candle- of ada 
ae lighted cake served Ed at lunch... ing to 1 
nn & T L A NWN T oe C. P. (Bud) Binner, pres. of American Bakers Assn., recent addi- also th 
tion to national advertising circles, carried a proof of the bakers the poy 
newest ad around at the ANA meeting, just to do a bit of persona! 
appetite whetting among the visiting firemen. Looking over the Inf 
luncheon tables, one would gather that his work was fruitful. . “Bart 
Russell C. Ronalds, pres., and his staff celebrated the 25th ann'- before,’ 
First Quarter 1948—Daily and Sunday versary of Ronalds Advertising Agency at a dinner in Montrea! allowin 
. where the original office was opened in ’23. . . And Walter E. Guy- inflation 
ette’s 10th anniversary as president of Harvard Brewing Co., Lowe': power 
JOURNAL 5,651,883 Lines Mass., was celebrated at a testimonial luncheon given by com- lamily j 
| pany executives... P till 33: 
i | James R. Curtis, pres. of Station KFRO, Longview, Tex., doesn | ut inf 
2nd Atlanta Nowapagee ss eaemienadi asnae know what to do about the title of “Honorary Colonel” just be- Jat this 
Source: Media Records stowed upon him under the laws of the state. He formerly wes Bbeginni, 
. . city judge of Longview, and can’t decide whether to be Judge, Jcome of 
Colonel, Mr., or just plain Jim... liscretic 
An award for outstanding community service has been given |” after b 
Arthur Simon, executive v.p. of Station WKBW, Buffalo, by th Bided icte; 
Buffalo Junior Chamber of Commerce. . . Burton E. Vaugha". three-an 
c group supervisor in the San Francisco office of BBDO, was ore Best prey 
of a group of.execs who attended the industrial remobilizatio’ PRtaking ¢ 
course conducted by the Industrial College of the Armed Forces fitax jaye 
of the War Department. . . 1940 in 
Atlanta Journal Associates of John Patt, vp of WGAR, Cleveland, are migh'y living it 
proud for him. He not only has been elected president of the Con- “On th 
vention and Visitors’ Bureau for the next two years, but the Clev'- Biro, nue 
Covers Dixie Like the Dew land Press hailed his election with an editorial calling him “Or® my, try 
of Cleveland’s star salesmen.” . . Ome h 
Wm. H. Rankin, New York public relations and ad counsel, a 
@® mighty glad to have his son, Robert H., home from England. Bo». ed 
who held ad posts in Chicago, Detroit and New York before t'© 


war, is spending eight weeks in this country to introduce seve! al 
British-made products. . . 
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JWT's Reed Asks 
It Sales Managers 


to 
. | fo Manage More 
bo PHILADELPHIA — Sales managers 
Ds were advised to engage in long-| 
ly term planning based on accurate} 
st statistical market forecasts by! 
Vergil D. Reed, associate director | 
G. of research, J. Walter Thompson 
i- Company, speaking before the 
ed American Marketing Association 
er, here last week. 


“There is too much ‘sales’ and | 
too little ‘management’ in the way | 
sales managers have interpreted | 
their job,” Dr. Reed said. “The 
manager part of your title must 
be given greater stress in the fu- 
ture. There must be more mar-| 
keting — with its connotation of | 
broad strategy and bold tactics | 
based on accurate knowledge —| 
and perhaps less selling, in the! 
sense that the general public in- | 
terprets that term. In so doing, | 
sales management and selling will | 
add much to their effectiveness 
and prestige. It is a means of at-| 
taining greater success in the fu- 
ture, under tomorrow’s. condi- 
tions.” 

Dr.. Reed outlined a picture of 
what’s happening in the market. 


~ He pointed out the reduction of 
a the birth rate, which fell from 23 
ates births per 1,000 in 1915 to 16.6 in 
and 1933, and the effect of the tempo- 
ager rary wartime increase to 21.5 on 
the future markets. This wartime 
om- boom stopped in 1947, but its ef- 
fect will continue to come in re- 
curring cycles, he said. 
A Declining Trend 
eph “When these babies reach child- 
Yall bearing age,” he _ pointed out, 
» to “their babies will cause another, 
but smaller wave, and it, too, will 
rm- slide down the declining trend. 
his Each generation, that wave will 
a recur in smaller scale, until it 
ited finally disappears.” 
a Dr. Reed advised his hearers to 
ales prepare for those recurring cycles 
l as in their long-term planning. 
ales The present market is_ still 
cci- good, he said, despite inflation, 


with 13,000,000 more people work- 
3... ing, for much higher wages, than 


ve- n April, 1940—an increase 
nth greater than Canada’s entire pop- 
Luce ilation. 
give The American market is under- 
the going several changes, he said, 
Ot- among them the fact that it is be- 
> he coming a strictly American mar- 
ket, with both parents of nine out 
ele- of 10 babies native born Ameri- 
eet- cans. This obviates the necessity 
dle- of adapting products or advertis- 
ing to foreign groups. He stressed 
ddi- also the increase of old people in 
oi the population. 
la 
ie Inflation is Single Threat 
i. “Earnings are better than ever 
nn! vefore,” Dr. Reed said. “Even| 
rea! allowing for increased taxes and 
zuy- inflation, the real _ purchasing) 
wel bower of the average American | 
70m - ‘amily in the first half of 1947 was | 
‘till 33% greater than in 1940—| 
es)! f—but inflation is rapidly gnawing | 
be- at this attractive margin. At the 
was Leginning of 1948 the surplus in- 
idgi ome of individuals available for | 
‘iscretionary spending or saving) 
an | after basic living costs have been | 
r the “educted from income) is about) 
shai ‘ree-and-a-half times the high-| 
4 ‘st prewar levels. This is after, 
atl ‘aking full account of the higher | 
ores’ Bx level and a 60% increase since | 
vr 194 in consumer prices for basic | 
igh Ving items. 
Co! “On this kind of fare,” Dr. Reed | 
lev'- ficon'inued, “American business | 
vOr’” Bmust try doubly hard even to be- 
Con hypochondriac, let alone 
Oo 7 ace itself sick. Only contin- 
4 ‘d inflation can really make 


ick. This chasing of fool’s 


S0lc of inflation is a dangerous oc- 


I sincerely hope our 


business leaders will direct their 


}energies, thoughts and actions to- 
‘ward stopping inflation — the 


cupation. 


single threat 


| health.” 


to our economic 


| a, eae 
‘Leaves Courtaulds 


| Muriel Whitlock Gillespie has 
resigned as advertising manager of 
Courtaulds (Canada) Ltd., rayon 
yarns, Cornwall, Ont., a position 
which she has held since 1944. 
Miss Gillespie will be succeeded 


by J. E. Cunliffe, technical assist- 
ant in the advertising and sales 
promotion department. 


Wilhelm Appoints Ward 
John Ward has been named 
manager of the Memphis branch 
of Wilhelm - Laughlin - Wilson & 
Associates, Houston agency. 


Bishop to Ramsdell 


J. Bishop & Co. Platinum Works, 
Malvern, Pa., maker of medical 
equipment, has named Lee Rams- 


dell & Co., Philadelphia, as 
agency. Medical, hospital 


its 

and 
surgical supply publications, plus 
direct mail, will be used. 


Lindsay Adds Duties 

Henry J. Lindsay has been ap- 
pointed advertising and sales pro- 
motion manager of Commercial 
Controls Corporation, Rochester, 
N. Y., manufacturer of mailroom | 
equipment, and affiliated with In-| 
ternational Business Machines 
Corporation. He also will continue | 
as advertising and sales promo-! 


tion manager of Electromode Cor- 
poration, manufacturer of electric 


heaters for home and industry, 
and a subsidiary of Commercial ; 7 
Controls. 


DELIVERY PROBLEM SOLVED ! 


Call WEBster 7512 


Immediate courteous service 


wi 
FOOT MESSENGERS and TRUCKS. 


We invite you to open an account with us. 


General Messenger Corp. 


20 W. JACKSON BLVD., Chicago, Ill. - 


Were 


Bigger and Better 


than Ever By 
Nearly 25% 


Yes 


this accurate Consumer Analysis is here again, ready 


to help you evaluate the rich Nebraska-Southwestern Lowa market 
. ready to help you with your 1948-1949 advertising plans. 


This complete study contains valuable information on buy- 


ing habits and brand preferences of 82.826 metropolitan Omaha 
families. It shows what they buy and where they buy. It offers 
comparisons with 1945, 1946 and 1947. including trends and changes 


in both consumer buying and retail distribution. 


Get your copy of the 1948 Consumer Analysis by writing 


today. 


Please send your request on your business letterhead to 


our national advertising department. 


Other newspapers conducting Consumer Analysis surveys: Milwaukee Journal. Columbus Dispatch. St. Paul Dispatch Pioneer 


Philadelphia 


Press, 


Bulletin. 


Indianapolis Star. Fresno Bee. 


Modesto Bee, 


wallpaper, anti-freeze, etc. 


COVERS NEBRASKA AND 


maha 
WORLD-HERALD 


OWNERS AND OPERATORS OF RADIO STATION KOWH AND NEBRASKA'S PIONEER 


Reveals Buying 
Habits and Brand 

Preferences of 82,826 

Greater i 
Omaha Families 


Includes over 200 questions on food, soaps, cosmetics, tires, gas, oil, 
alcoholic beverages, tobacco, small electrical appliances, radios, point, 


S.W. IOWA: 


FM STATION KOAD 


New York, Chicago, Detroit, Los Angeles, San Francisco 
Member American Newspaper Advertising Network 


Net Paid Circulation Average, March, {948-Daily, 233,115; Sunday, 238,590 


National Representatives, O'Mara & Ormsbee, Inc. | 


Bee. 


Sacramento 


Illinois 


Markets. 


Newspaper 
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Robinson Promoted 


W. C. Robinson, executive as- 
sistant to the president, has been 
named vice-president of American 
Bosch Corporation, Springfield, 
Mass. R. W. Washburn has been 
appointed to succeed Mr. Robin- 
son as assistant to the president. 


| 
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NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE 
cannot be sold 
FROM THE OUTSIDE 


ALL OTHER PAPERS - 14% 


and... the TIMES alone 
can sell BAYONNE 


7/, out of every 10 homes in Bayonne read | 
THE BAYONNE TIMES, New Jersey's most. 
concentrated circulation. Bayonne’s close | 
merchant-wholesaler-newspaper cooperative 
system makes it an ideal Test City. Be sure. 
The BAYONNE TIMES is on your next test | 
campaign. 


THE BAYONNE TIMES) 


MATIONALLY REPRESENTED BF | 


BOGNER & MARTIN 
398 GADISON AVE. WEW YORK © 278% LA SALLE ST. CmCAGO 


|toned, phony 


| most 


much of the retail and agency 
copy. 

“If we want advertising to} 
achieve the solid sincerity of a) 
respectable profession, it had bet-| 
‘ter get off its high horse and get’ 
down to simple, plain human talk. 
|I have run across some honeys of 


Fitzgibbon Chides 
Copywriters Again sic. shin 


PHILADELPHIA—-Bernice Fitzgib- | Criticizes Lord & Taylor 
bon, irrepressible advertising, ,, 
and sales promotion manager of Take the current Lord & Tay-| 


the New York Gimbel Store, took |!©r campaign. Take it if you can. 
advertising copywriters for a ride| Lord & Taylor, God bless ‘em, de- 


they won’t forget in a recent talk|SPite the fact that the planet is| 
before the Poor Richard Club) teetering on the verge of annihila- 
here. ition, believes with all its genteel 
“Sex - plugging” and “high - heart that a charming, leisurely 
foolishness” were |€™@ 4 turn-of-the-century gracious 
two ad writing habits she panned| WY Of living, is back to stay. . 
roundly. And once she|Everybody is just too ‘perlite’ for 
asked, “Is the Poor Richard Club|W°rds—the taxi driver leaps out 
a little stuffy?” Nobody an-|t® open the door of your cab—a_ 
swered. : mover tenderly lifts your precious 
“In most professions . . . par- Chippendale desk—a_ laundress | 
ents want their children to follow thoughtfully mends a tear in your 
in their footsteps,” she said. “I blouse—a cop smiles indulgently 
have never heard of advertising|®5 he holds up traffic for you to 


people who wanted their sons and | TSS, ete. 


daughters to carry on in a great Ble wes ” — Gne: f 
family dynasty. That argues|. © S™maner ae oo a 


| 

. : intimate party.’ Did you get that? | 
something wrong—not with ad- At a moment when millions are | 
vertising, but with the way some homeless and many would glee- 
of us write advertising. I think) fully move into a Navajo Indian’s 
it’s the high-toned and phony] hogan—at a moment like this L&T 
foolishness that oozes from so|murmurs: ‘You open the smaller 
drawing room...’ We had weeks 


Gimbel’s Bernice 


‘You open 


and weeks of this in New York. 
Every time we looked at a Times 
or a Tribune, Dorothy Shave as-| 
sured us that another delicate 
‘amenity was back to stay. With), 
‘air and press spewing forth hourly 
‘disaster, L&T put the pinkie at 
[right angles to the Dresden cup 
land opened the smaller drawing 
/room door. 


Bonwit, Pond Scored, Too 


“No, please don’t misunderstand | 
me. I do not believe that adver- 
tising should shoulder the wor-| 
ries of the world and declaim on| 
their solutions. I believe the busi- | 
ness of advertising is 
things ahd _ services. 


rantly to recognize the tenor of 
the times.” 


a series of ads run during the 
war by Bonwit. Under the cap- 
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Corner. In his curdled opin- 
ion, if anything has served 
to date cigar smoking, it has 
been cigar advertising — 
which has looked about as 
modern and up-to-date as a 
pair of high-button shoes. 

Now, however, comes a 
new look in cigar advertis- 
ing—the advertising that 
Webster Cigars has been 
running recently; advertising 
tasteful in its layout and 
typography and _ featuring 
the photograph of some 
well known executive who, 
presumably, smokes the 
things. 

This advertising, because 
of its featuring of executives 
of well known business firms, 
has almost a news quality 
about it. It strikes a note of 
sincerity, too— much more 
so than the advertising that 
used to urge you to keep 
kissable by smoking (what 
was it?) a White Owl? 

Kudos, therefore, to Web- 
ster—for making cigar ad- 
vertising interesting and be- 
lievable. And a bow on the 


| RE EY EY TS, 


hair or uncovering natural bril- 
liance of tooth enamel. Almost 
everything is slanted to sex. 

“If an agency writer is selling 
a plastic toilet seat, he doesn’t 
come right out with it. He doesn’t 


try to sell it in a plain, straight- | 
selling’ forward way as a retail writer|are portrayed as golden, gallant 
I think it) would, as (to swipe Henry Sell’s| Hemo-boys so eager to get home 
silly of advertising to fail flag- famous line) ‘the best seat in the|to their spouses that they bound 
The agency|up the steps of the dear little 


house.’ Not at all. 


man’s copy subtly implies pur- house 


a broken heart... 


(Editor’s Note: Interestingly, 


The Creative Wan Corner 


Like cigar smoke itself, most cigar advertising definitely 
irritates the aging eyes of the occupant of this cramped 


oo —, 
ewes chee 


EXECUTIVE AMORIGA') TOF CIGAR 


en he ge 


Uh ont 


reece once 15° 


ey | Eee 


“ 


side to Dutch Masters—for its continuation of the adver- 

tising that O. B. Winters originally wrote for it and which, 

too, of its kind, is unusually interesting and provocative. 
As for the rest—pass me a piece of gum. 


Miss Fitzgibbon went on to pan chase of that plastic seat can heal | 
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~ 


to the “rosy dream world of 
escapism” created by ad pictures. 
“Life just isn’t that pretty,” she 
said. “In agency ads everything 
is ‘lovely.’ Husbands, handsome 
and considerate, looking like young 


tion “It Isn’t Easy,” the ads touted|C. F. Church Mfg. Company, in a 
the “gallantry” of the high-born'| color page in Better Homes & 
female suffering from war short-| Gardens this month, advertises its 


xCHLLO provides 


the “know how” to 


++ for 


work economically and qu 


Moke your next job 


your art and copy . . . determining your 


method of printing . . . producing your 


catalogs, booklets, direct mail from black and 
white to full color . . . Now over one million 


impressions a day. 


xcELLo PRESS x. 


LITHOGRAPHERS + PRINTERS + BINDERS + 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


ages. 

The new Pond campaign came 
in for a ribbing also, with its) 
slogan “In all the world there is) 
just one you,” a campaign which 
Miss Fitzgibbon said “really 
amounts to a course of psychiatric 
treatments with the main differ- 
ence that it can be accomplished | 
with a 50-cent jar of goo instead 
of a $50 an hour analyst.” 

“Is it fair to the gal?” she. 
asked. “Do women read all this 
malarkey? It’s written for the 
most part by men. If there’s one 
thing that makes the average 
woman fly up like a pheasant, it’s 
this being addressed incessantly in 
terms of her femaleness. 


Agencies to Blame 


“This preoccupation with sex— 
this feeling that woman is nothing 
but a dripping creature to be hung 
around a man’s neck like a lava- 
lier—can be laid smack at the 
door of the advertising agencies. | 
One would think (upon riffling 
through pages of the average na- 
tional magazine) that waning 
amorousness was the _ besetting 
problem of every American home. 

“Take a headline like this— 
you’d never see it in a retail store | 
ad, but it’s the rule rather than | 
exception for selling anything na- 
tionally—soap, soup, linoleum or | 
|sewing machines: ‘Jim slammed | 
‘the door. How I ached to be in| 
jhis arms.’ The ad goes on from | 
‘there with an argument for un-}| 
|blocking the digestive tract, un- 
locking natural highlights of the 
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assist you in organizing 


ickly. Publications, 


high in quality. 


plastic toilet seat as, precisely, 
“the best seat in the house.’’) 


Cures Are the Worst 


“In fact, I think I can state 
here and now that the average 
reader is getting sick and tired 
of being incessantly chided by 
agency writers for not being 
‘lovelier to love.’ ” 

Miss Fitzgibbon also objected 


would-be squires of Westchester, 


(three bathrooms) in a 
dear little suburb. 

“Wives, fresh and fragrant as 
flowers, are cultivated, wise and 
witty. Time never withers them, 
toil never tires them... 

“Worst of all is the contention, 
concealed or obvious, in most na- 
tional advertising, that you can 
always buy the cure for all that 
ails you—purchase of a tube or 
bottle of something or other can 
turn despair into golden exalta- 
tion. 

“Someone may say, ‘But isn’t 
this glittering foolishness neces- 


sary to move mountains of mer- 


* 
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5,433,574 Pairs of Ears 
within reach of Philadel- 
phie's Pioneer Voice. 
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chandise—and isn’t our economy | COA Reports ‘A7 


iependent on moving mountains?’ 

“No, to the first. Yes, to the 
second. But advertising needn't 
be daffy, over-romanticized or 
silly. Billions of dollars worth of 
things can be moved out of our 
factories and stores into homes 
through plain, factual, down-to- 
earth descriptions of the things 
themselves. 

“If the problem is to sell a wool 
comfortable, copy should state the 
wool content, thereby proving the 
comfortable does what a self-re- 
specting comfortable is supposed 
to do—keep you warm... 

“Advertising copy should be 
crisp, casual and superficial. It 
should stay out of the bedroom. 
Factual, down-to-earth descrip- 
tion will sell just as many com- 
fortables as phony dream world 


stuff. Now would be an excellent} . 


Sales of $23,000,000 


Cuicaco—General Outdoor Ad-| 
vertising Company has reported | 
| gross sales of $23,672,410 for 1947, | 
up from $21,068,472 in 1946, and/| 


1946 to $2,371,386 in 1947. 
more than 600 advertisers last 
year, and the company says that, 
“as our contribution to the na- 
tional economy,” it has decided to) 
keep poster advertising rates at 
the same level in 1948 as in 1947. 

Despite the expansion of adver- 


volume handled during the year, 
demand for space was greater 
than could be accommodated, GOA 


69 


says. It credits 1947’s record vol-|sistants Union of North America, tising Agency, New York, starts 


tion. 


Peller Brewing to Grant 
Grant Advertising (of Canada) 
Ltd., Toronto, has been appointed 


Brewing Company, Hamilton, Ont. 


monthly in selected dailies 
throughout Ontario will promote | 
the cultivation of hobbies, each 
advertisement in the series deal- 
ing with a different hobby. In 
addition, double street car cards 
will be used. 


tising plants, and the increased Names Herschel Feldman | 


Herschel Y. Feldman, formerly | 


director of research of Interna- 
tional 


Printing Pressmen & As-| 


Radiant 
cago. 


Arden Schedules Drive 


Full page, four-color ads 


Mfg. Corporation, Chi- 


j 
| 
| 


in 


its net rose from $2,067,468 in| to direct the advertising of Peller | seven fashion magazines have been | 


| 


scheduled by the Elizabeth Arden 


The company was employed by | Newspaper copy appearing twice /|Sales Corporation, New York, for 


its new shades in summer makeup. | 


The drive, through Blaker Adver- | 


ume to Outdoor Advertising, Inc.,| Pressmen’s Home, Tenn., has been | this month. A heavy newspaper 
the industry’s selling organiza-| named assistant sales manager of | campaign also is planned. 


LY 


SIGHS OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft* 
900 Kibby S$t., Lima, U.S.A. 


Trodomerts fog U5 Per OF 
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OUR BUSINESS IS THE HANDLING OF y* 


PREMIUM and CONTEST Responses 


FREE 16 PAGE BOOKLET 


clivities Inc 


MINNEAPOLIS 3, MINNESOTA 


ey 
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time for advertising to stop blow- 
ing its box-top. 

“Perhaps one reason why plain} 
old Gimbel’s has caught public! 
fancy is that we remain plain old 
Gimbel’s. We are aware that 
plenty of women today are patch-— 
ing overalls, plucking chickens, 
cleaning our eaves, troughs, hew- 
ing wood, yeah—drawing water.) 
We are never coy as a trout under 
a willow about price. We come 
right out and say how much a. 
thing costs.” 


GIMBEL’S SATISFIED 
WITH PHILLY VIDEO 


PHILADELPHIA—Gimbel’s depart-_ 
ment store here is using televi-_| 
sion regularly, after a year’s ex- 
perimentation with its program, 
“The Handy Man,” featured on 
Philco’s Station WPTZ. 

“The Handy Man” — Jack 
Creamer—answers “fix-it” ques- 
tions from the Philadelphia area 
television audience. 

The 15-minute show has re- 
sulted in direct sales and added | 
store traffic. For example, televi- | 
sion viewers bought out Gimbel’s | 
stock of automatic pancake turn-| 
ers in two weeks, necessitating re- | 
orders. It sold the entire stock of | 
Tearless onion choppers in two) 
weeks, several dozen bone saws | 
in a week, as well as substantial | 
quantities of higher priced items. 

“You can see why we're buying | 
television to advertise our mer- 
chandise,’”’ David Arons, director of | 
advertising for Gimbel’s, declares. | 
“We’re not buying  blind—we) 
know television produces results | 
that we can count on our sales | 
slips and in added store traffic | 
each week.” 


SSD | 
Guide and Burr Merge 
Guide Printing Company, The 
Kalkhoff Press, New York, and 
Burr Printing House, Inc., have 
merged under the name of Guide- 
Kalkhoff-Burr, Inc. Charles E. 
Schatvet, president of the newly 
organized graphic arts organiza- 
tion, has announced that the com- 
pany will spend $500,000 within 
the next few years for the im- 
provement of existing machinery. 
Roy L. Hansen, head of Burr be- 
fore the merger, has been ap- 
Pointed vice-president and gen- 
eral manager of the new company. 


Lovejoy Opens PR Firm 
Clarence E. Lovejoy, who dur- 
ing the war was director of the 
Public relations division for the 
entire European theater, and part- 
ume member of the New York 
Times staff, has opened a public 
relations firm specializing in pub- 
lie relations for colleges, univer- 
Sities and for advertisers and 
agencies with educational prob- | 
‘emis. His office is located at 1475 | 
| 


Broadway, New York. 


Hall Joins GN&G | 


Whiting Hall, formerly copy | 
chief of Plymouth Motor Corpo- | 
fatvon, Detroit, and before that, 
advertising manager for the 
American Bantam Car Company, | 
ler, Pa., has joined the copy 
department of Geyer, Newell & 
Ganger, New York. 
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There’s a lot more to it than this... 


In fact, there’s a complete story behind this picture. The man is a 
Weed & Company representative. He’s almost always welcome | 
wherever he goes... Why? There’s a lot to it that doesn’t show 
in a receptionist’s friendly smile. 
There's training and timing, associations and experience . . . 
There's a lot of knowledge backed up by a lot more hard work. 
Basically . . . there’s the fact that he never wastes time. 
He means business . . . he talks business. 
He knows specific markets like the back of his hand 


and 


and he talks effective coverage in them. He knows 


how to get maximum results from every penny you spend 
for advertising . . . he talks Spot Radio. 

Spot Radio is a highly complicated as well as a highly profitable 
medium. The expert knowledge required to use it correctly makes 


new yor 


san francisco . 


k . boston ° 


atlanta 


chicago 


hollywood 


Weed and Company service indispensable to any radio advertiser. 


Weed 


company 


radio station representatives 


detroit 
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Takes Creative Man 
to Task on Economics 

To the Editor: Everyone seems 
to have an opinion regarding 
what’s wrong with the country. 
Why shouldn’t I have one? Espe- 
cially since my opinion is based 
upon evidence at hand. The 
trouble with this country is that 
the citizens learn their economics 
from copywriters who never 
learned their economics. 

Your Creative Man’s Corner 
(April 19) is typical. As a copy- 
writer of some years in the pro- 
fession, I can forgive writing non- 
sense for a fee. 
write useful nonsense—the kind 
that sells goods and makes for 
greater production, hence lower 
unit cost, hence lower cost to the 
consumer. The end justifies the 
nonsensical means. But a news- 


I admit that we. 


', This Goer | isa ‘oentey’ s ‘coum. teiers are woleemn. 


|paper man who has a choice of 


hundreds of ads to discuss in his 
“Corner,” and who is not receiv- 
ing a fee for selecting any one, | 
and who pretends to understand 
the “Milk and Beefsteak” ad run 
by Westinghouse—that is, to my 
way of thinking, unforgivable. 
Misleading the American citizen 
in matters economic is not the 


same as steering him to an in-|... 


ferior cake of soap. To do so, just 
for want of something better to 
do, is criminal. 
How can the custodian of the 
“Corner” understand such things 
as the following, especially since | 
they are contrary to fact: 

It costs Westinghouse $8,000 to 
create a job. 

When the returns to going con-| 
cerns are low, investors cannot af- 
ford to put new money into new 
ventures. 


'dends would do most to. . 


tent ne es A 


Eliminating double-tax on divi-| 
. in- 
crease production and make jobs. | 
Westinghouse, like American in- | 
dustry as a whole... 
Tax changes, the venturing of 
new money in business expansion, | 


will result in more goods for| 
everyone ... produced at lower | 
cost ... available at lower prices 


more and better jobs ... a 


‘including an extra pair of pants | 


to carry over his arm. | 
PHILLIP GRANT, 
New York. | 

| 


- | < 


Adds to ‘Nonsense’ 


To the Editor: I won’t waste a| 
| postage stamp but am willing to | 
waste a few minutes of my time 
to protest the attention given the 
|subject relating to the right or 
|wrong of using “hell”*in adver- 
tising. 

Apparently a good many others | 
who read AA are of the same) 
opinion as you claim only “more | 
than 50” wrote letters as entries | 


better living enjoyed by every-| in your contest. That’s a mighty | 


one. 

If your man 
will explain to me—and there 
might be one or two other ad- 
vertising men who would be in- 


|terested—how any of the above 


ideas are to be understood by 
even an advanced mathematical 
mind, much less one that stopped 
at “pure addition and _ subtrac- 
tion,” I shall be glad to present 
him with a full summer wardrobe 


an acre carries a steer to market size. 


FAT CATTLE 
FAT WALLETS 


FAT MARKE 


THe SOUTHERN PLANTER, Richmond 9, Va. 
441 Lexington Ave., New York 17 
333 N. Michigan Ave., Chicago 1 

West Coast Representative: 
Los Angeles, San Francisco, Seattle 


SERVING THE TOP FARMERS AT 


SiIMPsON-REILLY, LTD. 


There's a fast growing cattle industry in SOUTHERN PLANTER 
Land that’s reaping great profits for farmers. Lush pastures permit 
quick growth with less land required—in many counties, less than 
These fat, tender beeves bring 
a higher price per pound, and in less time than in many sections of the 
fa) 

U.S. From the Mason-Dixon Line through the Carolinas, nearly 600 
million pounds of beef produced an income of more than 100 million 
dollars in 1946 alone! 

Incomes from such profitable crops make a grand total of 2 billion 
dollars a vear and create more TOP farmers at the TOP of the 
SOUTH! With cattle raisers, for instance, there’s a huge market for 
finishing feeds, medicinals, better barn equipment. Farmers who can 
afford to buy the top priced breeding bulls in the country can also 
afford those things that make for better farming and better living. 

The farm paper these TOP farmers read more than any other is 
The SOUTHERN PLANTER. It has been a welcome visitor in the 
best farm homes in this area for more than a hundred years. Nowhere 
will your advertising message carry more weight or demand a readier 
audience than in the pages of this trusted journal, received in more 


than 300,000 farm homes. 


‘gout 


America’s Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 


in the “Corner” | circulation. 


small response considering YOU | nessun 


| Now don’t get me wrong. I 
have and use a choice vocabulary 
of cuss words, so my protest is not 
prompted by any sense of morals 
of which I have no more nor less | 
than most “typical” Americans. 

My protest is based solely on 
the belief that you weaken the 
editorial force of AA by wasting 
space on the asinine subject. 

It is a sad state of affairs when 
the pages of a business publica- 
tion are filled with such inconse- 


quential nonsense as the  in- 
dicated subject. 
Whether or not advertising 


people know it, their business is 
under almost constant criticism 
by many who point to the fre- 
quent inanities perpetrated in the 
name of advertising. The sooner 
that advertising people climb 
down from their self-constructed 
|ivory towers and work to make 
advertising more credible and 
sensible, the better it will be for 
all of us. 

| AA, as the “voice” of the adver- 
|tising business, should keep its 
‘editorial pages free of such non- 
| sense as the “hell” debate. 

G. P. Kurtz, 
Cleveland. 

| [Editor’s Note: While we’re dis- 
| cussing the subject of high moral 
_ standards, Mr. Kurtz, how do you 
| Justify using a c.o.d. envelope pre- 
|'sumably sent you for some other 
|purpose for your blast at us, 
| thereby making us pay four cents 
postage? This strikes us as a h—l 
of a note.] 


Poet Supports Al's 
Use of That Word 


To the Editor: In support of 
| Alvin L. Krieg on the use of 
“Hell” in advertising: 


Advertising Age, May 3, 1948 


[ GEN-TLE - MEN ; 


HERE'S A BiG HAND Fore S 
Yyoue EDimrmar OF Ape i2 \ 
| —— “Free Eureerase Neepen.” 
KEEP On Puucning / 
| OUR NATIONAL “Eacape ” 
TENDENCIES ARE NOTWORKNG So GocD. 
AdiloOw GHEKHOV SauD + 
“MAN WILL Gilly Become BETTER 
WHEN YOU MAKE Him SEE WHAT 
WE I¢ Like .¢ 
IF ANTOW 1S RIGHT, SomeGaDy’s 
COT TO START SOME FIWGER- FowTe. 
AXUD HE Wow'T BE PopuLAR. | Asn 
Pave Wwe. ; 
“Tre PARTY'S OVER, We if 
Gorm soser ve. Tex! Tx! 


came i 


at 515 Madison Ave., New York 
City. However, this particular 
communication was addressed as 
follows: “America’s Number One 
Sportsman’s Magazine.” 

The letter was promptly de- 
livered by United States mail car- 
rier to “America’s Number One 


|Sportsman’s Magazine’—which is 


Field & Stream. 

We thought you would be in- 
terested in this proof of the in- 
fallibility of our Post Office De- 
partment, and that ADVERTISING 
AGE, being the spearhead of the 
Field & Stream advertising cam- 
paign, has contributed materially 
to the establishment that this pub- 
lication is “America’s Number 
One Sportsman’s Magazine.” 

HARRY E. WARREN, 

Ralph H. Jones Company, 

New York. 

. ¢.% 


He Wonders Why 
To the Editor: Why is it that 
so many people sleep without 
sheets or covers in mattress ads’ 
GEORGE F. KOEHNKE, 
George F. Koehnke Advertis- 
ing Service, Chicago. 
eo 9 
Fickle Agencies 


Hit for Divorcements 

To the Editor: If you justify a 
client-agency relationship that al- 
lows an agency to dispossess an 
|old friend at a moment’s notice 
because a new and richer friend 
arrives on the scene, then you 
must also justify the too frequent 
;situation where a small agency 
builds a small account to big- 
agency proportions only to lose 
ithat account to the same big 
| agency that wouldn’t take the 
small account in the first place. 


Go to it, Al—you’ve pointed out 

My sentiments precisely 

Use words that sell—don’t pussy- 
foot— 

Away with nicely, nicely. 


The perfume ads depict a scene 
Of passionate seduction 

And yet it pleases all the folk 
And no one starts a ruction. 


Unclothed beauties leer at us 
|From two four-color pages 

Their charms are noted salesfully 
By idiots and sages. 


If advertising is the art 

Of interesting the masses 

Then shoot your copy at the horse 
And not the squeamish classes. 


Say “Reverend” to the parson 
But even up the score 
By saying “hell” to guys that 
know 
Just what the word is for. 
JAMES G. SMITH, 
Carr Liggett Advertising, 
Cleveland. 
i Be 


‘Swift Completion of 


Their Appointed Rounds’ 
To the Editor: The universal 


belief that the United States Post | 


Office never makes a mistake has 
|again been upheld. 

The Treasury Department re- 
cently had occasion to communi- 
‘cate with Field & Stream, located 


Agency service is and must be 
|a personal thing. FC&B, in di- 
|vorcing American Tobacco for in- 
| compatability, performed an act 
|of courage and honesty. BBDO, 
|in divorcing Brown & Williamson 
| because a prettier face was now 
|available, violated every precept 
of the confidence and loyalty that 
must motivate a solid account re- 
lationship. 

If the reverse conditions had 
prevailed whereby BBDO had 
built Lucky Strike from a medium 
to a $12,000,000 account only to 
lose it because the account felt 
\they had “outgrown” the agency 
|that served them so well during 
the growing period, I am sure tne 
wails and breastbeating woi'ld 
have been substantial. 

How can any account of @: 
agency so motivated feel that 
they’re getting 100% allegianc 
when they know said agency } 
/only marking time until a co™- 
_petitor with more money can h:v 
them kicked into the street o: 4 
|/moment’s notice? 

ALLAN J. COPELAND, 

Allan J. Copeland Adverti: 

ing, Chicago. 
| [Editor’s Note: We “justiy 
neither practice from the mcrd! 
standpoint. We raised the poi 
lin our editorial because we 
‘concerned about the validity ° 
‘such’ practices. We did say ' 
BBDO had “accepted practice 
its side.] 
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Wells Fees Bank 
Enjoys Abundance 
of Copy Themes 


here never find themselves at a 


loss for copy leads. 


Wells Fargo was founded in 


1852 to provide express and bank- 
ing service for the gold miners in 
the “Mother Lode” country of 


California. During the many years 


that the Wells Fargo stagecoach 
lines were in_ operation, 


West. 
This colorful history provides 
the present-day Wells Fargo ad- 


abundance. 


The early California theme pre-| Press Association. 


dominates in the bank’s institu-| 


tional advertising. This is espe- 
cially true with the large-space 


advertisements placed by Wells) 
Fargo in local newspapers. These, 
tie in with all important anni- 


versaries in California or San 
Francisco history. 


Plugs ‘Buy $1,000’ 


A special ad along this line is 
prepared every year for the bank’s 
own birthday, March 18. 

This year’s birthday ad was 
built around some of the objects 
of interest to be found in the 
Wells Fargo historical room. The 
bank maintains this museum and 
reference library of early Cali- 
forniana at its main headquarters 
on Montgomery street. Open daily 
to the public during banking 
hours, the historical room is vis- 
ited by thousands of people each 
year. Bank officials term it one 
of their most successful public 
relations efforts. 

George Dawson, advertising 
manager, pointed out to AA that 
the bank’s consumer advertising 
program lays particular stress on 
savings accounts and the exclusive 
Wells Fargo “Buy $1,000 Plan.” 
Under this savings plan, the de- 
positor can “purchase” $1,000 by 
means of regular weekly deposits 
on a definite schedule. 

According to Mr. Dawson, about 
25% of Wells Fargo’s yearly 
budget is spent in promoting the 
savings plan through San Fran- 
cisco newspapers. A weekly 1 col.-| 
by-101%5” ad has become a famil- 
iar feature on the front page of 
the San Francisco Chronicle. 

Western business dailies carry 
weekly schedules of ads promot- 
ing the trust facilities of Wells 
Fargo. 

Another 15% of the  bank’s 
budget is used for car cards to 
promote the “Buy $1,000 Plan.” 


Helps Member Banks 


Wells Fargo recently completed 
its second year of sponsorship of 
the “Wells Fargo Music Hour,” 
an hour’s program of recorded 
tlassical music heard six days a 
week over Station KJBS here. 
This accounts for another 15% of 
the budget. 

The services of Wells Fargo’s 
foreign department are featured in 
a consistent schedule of one-col- 
umn ads in Time and its Latin 
Ameriean editions. 

Each year Wells Fargo issues a 
limited edition of large-size cal- 
fnaars, featuring an historical il- 
lustration with an early Western 
theme. 

As a feature of its correspond- 
‘nt bank service, Wells Fargo 
Maintains a special advertising 
‘tat! which creates and produces 
advertising material for its cor- 
‘éspondent banks throughout the 
West, Thomas Townsend, assist- 


ant advertising manager, is in 
charge of this service. 
The San Francisco office of 


_Honig-Cooper Company is wells LO Promote New 


Fargo’s agency. 


Appleman Plans Drive ——- 
Appleman Art Glass Works of Vision of American Home Prod- Ward Joins Mutual 
New Jersey will introduce the|ucts, Inc., launched a magazine 
“Livingwall,” glass block with an campaign last week for its new resentative of Adam Young Com- 
San Francisco—Members of the aluminum frame, in July with) Black Flag Super insect spray. 
advertising department at Wells _ ss ah x ——- 
Fargo Bank & Union Trust Co.| American Builder an rchitec-_ : 
tural Forum. Consumer magazines | Co nier’ erg paar ay in | cago. 

‘will be used in 1949. The agency | C°llier’s, Life, Look an e| 
is Williams & Saylor, New York. | S@urday Evening Post. 


Elects Ditisheim V.P. 
George Ditisheim of the Vul-| 
cain Watch Company, New York, 
has been appointed vice-president 
h |of the company and will be in| 
BP cng Ss se a oe 8 the advertising, aapen | Ctagy-se-oenet radio shows to its 
earn r m promin an istribution for the Cricket,| current ne i 
niche in the history of the old wrist alarm. or beg tina octane nore 


‘Press Group Elects 

pl ; . Rigby Owen, publisher of the 
vertising staff with copy leads in World, Opelousas, La., has been 
|elected president of the Louisiana | “The Romance of Helen Trent,” 


88 CBS stations, and “Front Page 
Farrell,” daily, 5:45-6 p.m., EST, 
over 57 NBC stations. 

E. Earl Bothwell, Inc., Pitts- 
burgh, handles the Boyle-Midway 
account. 


Boyle-Midway 


Insect Spray 


New YorkK—Boyle-Midway di- | 


Mac Ward, formerly sales rep- 


Post haste 


This agency specializes in advertising, 
not in any one variety of advertising. 
Some of our direct mail and mail order 
campaigns have been quite successful. 
We like to see advertising produce.We 
like to see our good direct mail pay off 
so fast, so often. 


FRED GARDNER CO., INC. 
Proven Advertising 
202 E. 44th St., N. Y. « MU 7-4626 


pany, Chicago, station representa- 
Full-page, four-color ads will| tive, has joined the sales staff of 
Mutual Broadcasting System, Chi- 


advertisements in/| 


Black Flag Super insect spray Miner Names Kraft 


is made up of five insecticides— | Lawrence E. Kraft, formerly 


‘DDT, Pyrethrum, Lethane, Pip- | radio director of Dunn-Fenwick 

& Co., has been appointed an ac- 
count executive of Dan B. Miner | 
Company, Los Angeles. 


|}eronyl Butoxide and a new agent, 
Chlordane. 
Boyle-Midway has added two 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 
campaign for Aerowax, a no-rub- | 3 
bing floor wax. The radio shows, CHURCH PROPERTY 
co-sponsored with the Whitehall | (im 7 
ADMINISTRATION as 
daily, 12:30-12:45 p.m., EST, over 


a 


Pharmacal Company division, are | 
Published bi-monthly at Milwaukee, Wis. 


10/1849 


FREE CIRCULATION 


FIRST QUARTER 1948 


In the first quarter of 1948 FAWCETT WOMEN’S GROUP averaged 
3,157,283 with a circulation guarantee of 2,600,000 — giving advertisers an 


average free bonus of 557,283 per issue or 1,671,849 for the 3 month period. 


By far the largest delivered circulation and largest bonus of any women’s group. 
TRUE CONFESSIONS 
MOVIE STORY 


FAWCETT WOMEN'S GROUP { MOTION PICTURE 


EDITED FOR WOMEN IN THEIR TWENTIES... THE YEARS OF DECISION 


FAWCETT PUBLICATIONS Inc. - 67 West 44th St., New York 18, N.Y. 
Chicago Los Angeles 


San Francisco 
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STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


Zenith Appoints Two 

Ray L. Hoefler, district sales 
manager, has been named man- 
ager of dilistribution of Zenith 
Radio Corporation, Chicago. He 
joined the company in 1941. 
Irving H. Herriott Jr., salesman 


for the Zenith Radio Distributing | ® 


Corporation for 10 years, has been 
named district sales manager of 


Sunglass Makers 
Go Fashion Crazy 
in New Ad Drives 


Zenith Radio Corporation, 
ceeding the late Owen Mangle. 


suc- 


Have Liquid Cash 
Resources of 


(ae 


DNAs QF 


P' ALERT ADVERTISERS PLACE THEIR SCHEDULES IN THE 
FIRST PERIODICAL IN AMERICA’S STH FARM MARKET 


On January 1, 1948 the total bank deposits 
were $1,112,499,000.00, to which 138,468 Dakota 
farmers have added $628,497,833.00 in E, F and G 
government bonds. 

Since January 1, 1941, Dakota farmers have 
increased their cash reserve 767 percent, or, from 
$201,000,000.00 to a billion and three quarter 
dollars, over and above their current inventories. 

Dakota farmers will not throw away their high 
present wealth recklessly. They will spend carefully 
and in accord with the outlook for continued 
farm prosperity. 

The Dakota Farmer will continue to be, as it so 
long has been, the Dakota farmer’s trusted and 
consulted guide -_ informant. 


(OTA FAR MER 


ABERDEEN, SOUTH DAKOTA 


J. P. MALONEY, Advertising Manager 


| twist. 


| Leominster, 
| Grantly 


|during June, 
| with 60 ads in 21 consumer pub- 


| Modern Screen and Seventeen. 
yy | The glasses are sold in costume 
| blend color and will sell for $2.50 


| jewel-studded frames. The agency 
lis Grey Advertising here. 


| New York, began its initial con- 


|plaid and brightly colored frames. 


|color ads 


New York — Sunglasses manu- 
facturers are stepping up their 
consumer advertising this spring 
and summer with a fashion-wise 

The Foster Grant Company, 
Mass., will promote 
sunglasses, “The high- 
fashion low-price sunglass line,” 
July and August 


lications, among which are Look, 


land $2.95, featuring plaid and 


Apex Specialties Company, 


|sumer advertising this year with 
|jads in The Saturday Evening Post 
and Vogue. One of the company’s 
|reasons for consumer advertising 
lis the decrease in department 
|store cooperation in tie-in adver- 
tising. These glasses also come in 


Cole & Chason, New York, handles 
Apex advertising. 


5 Others Listed 


This summer the American Op- 
tical Company, Southbridge, Mass., 
will promote AO Polaroid sun- 
glasses in American Rifleman, 
Collier’s, Field & Stream, Flying, 
Holiday, Life, Look, National Geo- 
graphic, Outdoor Life, Ski News, 
Sports Afield and The Saturday 
Evening Post. J. M. Mathes, Inc., 
New York, is the agency. 

Movie stars will feature Solarex 
scientific sunglasses for Bachmann 
Brothers, Philadelphia, in four-) 
in Life this month, 
placed through Lincoln Roden, 
Inc., Philadelphia. 

Sun-clip sunglasses, which can 
be worn over eyeglasses, will be 
advertised by Domar Products, 
Inc., Cleveland, beginning in May 
in Esquire, Holiday, Life, The 
American Weekly, The Saturday 
Evening Post and business papers, 


Wh © advertises 


in SPECIALTY SALESMAN ? 


EST. { _ 
NAME OF CO. PRODUCTS VOLUME . ‘ \ 
Fyr-Fyter Company Extinguishers $1,750,000 = aeies 
Knapp Brothers,inc. Adult Shoes 2,800,000 
J. B. Simpson, Inc. Men's Dress ; ; ; 
m's Dre «500,000 | First in the Field 

Stark Nurseries ‘Shrubs G Trees 6,000,000 The 
Fashion Frocks, Inc. Women’s Dresses 3,500,000 oldest sales publication 
Geo. Master Gar- with the largest readership 

ment Co. Work Clothing 1,850,000 | in the Direct Selling Field 

These are just a few companies using 
Direct Selling methods 


‘of eyeglass. 

Century Oxford Mfg. Corpora- 
tion, Brooklyn, is currently using 
|Charm, Life, Mademoiselle, New 


| York Times Magazine, Seventeen 


‘and Vogue for its Nu-Look eye- 
'glass frames, which they feature 
for either regular spectacles or 


| sunglasses in plastic-covered fab-| 
rics, pearl, plaids, lace and gold. | down " batting average 
The agency is Stuart Bart, Inc., | would be pretty low for 


|New York. 
Mirro-Lens, New York, manu- 


facturer of the sunglasses which) 
serve as a mirror to people look-| 
ing at you, and make it impos- | 
|sible for people to see through the | 
|glass, has been advertised during | 
‘the past month by department 


|stores. The company has not an- 
/nounced future advertising plans. 


| CBS Jan.-March Gross 


through Gerst Advertising, Cleve- | 
land. The ads will promote the. 
plastic clip-over sunglasses which | 
"sigh only one-third of an ounce 
and are advertised to fit any size 


Helps manufacturers to bigger sales 


because it helps readers to bigger incomes 


SPECIALTY SALESMAN gives you the world's largest sales force —the top salespeople 
in the field of direct selling. It has an iron grip on its readers because they use 
SPECIALTY SALESMAN as their manual and guide to bigger incomes. They study the 
advertising for lines they want to sell. SPECIALTY SALESMAN founded and solely 
Genres * the netion- wide Direct Selling Legion. Find out if your product is suited to 

- Direct Selling. Write for booklet ‘The Quickest Way to National 
Sales’. Tells all you want to know about Direct Selling field. 


| SPECIALTY SALESMAN MAGAZINE 


Depe. ani 9 


Chicago! © 200 Sth ins NL y. 10 


307 N. Mich. J Ave; 


Income Down Slightly 


Net income of Columbia Broad- 
| casting System for the first quar- 
ter of 1948 — $1,553,686 — rose 
slightly from the $1,498,151 for 
the corresponding period last 
year. Gross income for the first 
|three months this year—$26,252,- 


456—however, was down from the 


| $26,334,922 for the first quarter 
of 1947. 

Lower operating and adminis- 
| trative expenses and depreciation 
| costs this year resulted in the net. 
income gain. The deduction of | 
time discounts, agency commis- 
| sions, record returns and allow- 
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TIGER PACT—Edwin J. Anderson, president of Goebel Brewing Co., signs to edly 
sponsor telecasts of the Detroit Tiger home games over WWAJ-TV, Detroit. vant 
Interested by-standers are (left to right): Charles E. Carey, Goebel sales cour 
manager; Len A. Kamins, account executive, Brooke, Smith, French & Dorrance: us 
Ty Tyson, sportscaster, and William S. Walbridge, WW4J-TV manager. ss al 
Fr 
ances from the gross income left|extension safety rail for cribs, view 
a remainder of $18,676,763 in 1948|have appointed Shappe-Wilkes, sion 
and $19,529,402 in 1947. 'Inc., New York, to handle their acce] 
—_—______ advertising. of tt 
Joins ‘Theatre Arts’ tom 
Robert B. Pearsali, formerly tion,’ 
western manager of the New- ee es basic 
house newspapers, Chicago, has The THOUGHT 9 const 
been appointed vice-president of RECORDER” inatic 
Theatre Arts, New York. KEEPS BUSINESSMEN FROM FORGETTING Th: 
Sa eERE ene KEEPS OTHERS FROM FORGETTING THEM | [aan 
Names Cole & Chason = 4 new kind of foose teat pocket or dest MH Corn 
Molyneaux, Perfume Distribu- > ng — BaP an = pe AA a ~ or the cc 
. = 2 an es j 
Le Fe GY MOTE: R25. 2D-| Stents «Sm made af ennne sre BE 
Pp ason 'VETTIS=| oo. Fast becoming standard equipment for ™ !" SII 
ing, New York, to handle its ad-| gyeeutives, professional people, salesmen, 
vertising. students. Sold only by mail. Your money 
ERG | back If you do not like it. Postpaid with Mo. 
: 300 blank filler sheets for $2.50. Your name 
Shappe-Wilkes Adds Two gold stamped on cover, 25 cents. declai 
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s“4ses now in the courts—two in the 


Supreme Court's 
Ruling Backs FIC 
in Pricing Cases 


(Continued from Page 1) 


Clayton Acts. 

Before the commission and in 
the courts it denied that the con- 
certed use of pre-determined ship- 
ping points as the base for price 
quotations constituted an unfair 
method of trade. 

Its denial that a conspiracy ex- 
isted, and its assertion that mem- 
bers were merely meeting compe- 
tition was accepted by the seventh 
circuit court of appeals. 


Carries on Fight 


But FTC, fighting to eliminate 
pricing arrangements which alleg- 
edly nullified the geographic ad- 
vantages of small plants and en- 
couraged costly cross hauling, 
pushed its case in a successful ap- 
peal to the Supreme Court. 

From the commission’s point of 
view no single aspect of the deci- 
sion is more important than the 
acceptance by the Supreme Court 
of the argument that the “phan- 
tom freight” and “freight absorp- 
tion,” which are pivotal parts of 
basic point delivered price systems, 
constitute systematic price discrim- 
inations. 

Three years ago, in the glucose | 
cases involving A. E. Staley and 
Corn Products Refining Company, 


the court ruled that these “‘equaliz- 
ing devices” were unlawful at least | 
in single basing point systems. 


Bring Same Result 


Monday Justice Hugo I. Black 
declared for the court that “the | 
multiple and single systems func- | 
tion in the same general manner 
and produce the same consequences | 
—identity of prices and diversity | 
of net return.” 

Noting that thousands of sealed | 
bids have been received by public | 
agencies which correspond in|! 
prices of cement down to a frac- | 
tion of a penny, he declared: “Evi- 
dence shows the system to be a’ 
handy instrument to bring about | 
elimination of any kind of price) 
competition.” 

He doubted that competition | 
alone accounts for this identity of | 
prices. “Certainly it runs counter | 
to what many people believe, 
namely, that without agreement 
prices will vary—that the desire to| 
sell will sometimes be so strong | 
that a seller will be willing to) 
lower his prices and take his) 
chances.” 


‘Clearly Condemned’ | 

The commission declared Wed- | 
nesday that “freight absorption” | 
and “phantom freight” — charges | 
for shipping services not actually 
rendered—now stand clearly con- | 
demned as instruments of unlaw- | 
ful price discrimination. In achiev- | 
Ing identical prices by charging | 
one customer for freight he does | 
not require, or relieving another | 
of freight charges which are in- | 
curred in serving him, varying mill | 
nets result, the commission ex- | 
Plains. 

These varying mill nets on sales | 
between customers in different lo- | 
‘alities constitute price discrimina- | 
tons in violation of the Robinson- 
Patman Act, it is held. 

While a single company may sell 
‘o one customer at a lower price 
than it sells to another, if the price 
'S made in good faith to meet the 
*qually low price of a competitor, 
‘there is nothing in the law that 
hermits a seller to use a sales sys- 
‘tm which constantly results in his 
8et'\ing more money for like goods 
rom some customers than he does 
iron others,” Justice Black wrote. 


Asks Voluntary Observance 
With three similar basing point 


steel industry and the third involv- 
ing book paper—and other cases in 
its own hearings machinery, the 


. . with employers.” manager of the Hercules Powder 
NLRB Ruling Hits | Referring to the detailed char- | Company, Wilmington, Del., is 
acter of the recommended order, | Vice-chairman. 


commission called on “industry in | ITU in Baltimore |Mr. Ringer explained, “This is felt | > 


general, and organized industry in| WASHINGTON—In a sharp indict-|important because of the nu- 
particular” to avail itself “of the | ment of the bargaining tactics of | ™erous indications throughout the | 


“bargain in good) 
the Graphic Arts Admen Name Buckley 


opportunity now offered to con-| -..7|record that in the event an order remember 
form voluntarily to the law as de-|‘8¢ International Typographical |||) sain collectively is entered, | 
termined by the Supreme Court.”| Union, NERB pei Examiner | tne ITU will find methods to avoid) Business ‘ 
Such volunta steps “would; ¥¥Ham 5. Kinger nas recom~- i ” ' 
materially assist the commission in | mended that ITU Local No, 12 a | Associates’ ES) 


its efforts to bring about that com- | required to 


petitive determination of prices to|faith” with with 

which law is directed and the | League, representing 22 Baltimore | Earle A. Buckley, head of the | 

American economy committed,” it|printing employers. M.-F -¥.4 —R- 2 -—~] FLOWERS 
His 40-page opinion, culminat- *"/4ace/phia, has been name 


was said. ; ; 
a: a oe ing litigation dating back to last eo Pr. -~ ad of PA net se 
"Mr. Ace & Jane’ at TTU efforts to force employers| Mar,ceanvention, f0, Be, held in 
7 | Philadelphia Sept. 29-Oct. 1. J. W.| 

Replaces Fanny Brice to accept the general laws, rules| Dolson, industrial advertising ® ° 

“Mr. Ace & Jane,” now heard|and decisions of the ITU as a 
Saturday as a sustaining program |basis of employment conditions. | 
over CBS, starts a sponsored series| A_ series of recommendations | 
for the Jell-O division of General | were designed to force the national | 
Foods June 4. ; ITU to cease “promulgating, ob-/| 

The new comedy moves rt toO' serving or giving effect to any) 
yeplace Fenny Brice, who will do | policy which states or requires 


M 7 ; 
_ yelagy eng so 3 Shows —Fridan, | that a subordinate union refuse 


8 p.m., EDT—was bought through | to bargain or refrain from ‘bar-| 
Young & Rubicam. gaining collectively in good faith 


THE Qnty STATION 


THAT COVERS BOTH | 


_ HALVES OF THE 


“VANCOUVER AREA” 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


BUFFALO «+ PITTSBURGH 
SAN FRANCISCO + HOLLYWOOD + 


* CLEVELAND + DETROIT 
LOS ANGELES 


BOSTON «+ 
MINNEAPOLIS + 


NEW YORK * 
CHICAGO * 
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GLAMOUR FACTS 


JUST THE TICKET for world travel! TWA's current 
four-color magazine series combines a glamour 
look with down-to-earth facts. Featuring a 


TEN YEARS OF "Tap Time." This musical-variety 
radio program of Fort Pitt Brewing Company, 

BBDO Pittsburgh client, recently celebrated its 
520th consecutive week on the air. Broadcast 
over a seven-station regional network under 
direction of Maurice Spitalny, it has been one 
of the factors raising Fort Pitt from a small 
brewery in 1938 to among nation's top twenty. 


different foreign destination each month, the 
flexible format permits interesting treatment of 
many selling points, such as five—mile-a-minute 
speed, crew of seven, 23 countries of call, 
services aloft, the people who'll go with you. 


EAN hie: Reus fers 
RPS SS Waa ate 


PLENTY'S COOKING in the BBDO Test Kitchen——now 
newly enlarged and given a full interior deco- 
ration treatment. In this place of fascinating 
sights and appetizing smells, our home econo- 
mists create recipes and cookbooks, test new 
flavors, ideas and products, dig for practical 
copy themes, handle publicity promotion jobs, 
and keep abreast of food trends and news. 


EVERY MONTH, more and more people read these 

ads of Phoenix Mutual Life Insurance Company 
and send in the coupon. Maybe you have done it 
yourself! This one had a "read most" cost ratio 
of 463 for men, 315 for women in a recent issue 
of "Life." For 21 years, BBDO-prepared ads 

have been paying off for Phoenix Mutual in two 
ways—in more sales and wider acceptance. 
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: .r 7 Conlon Names Shaw 
ie ip Special “HALF A MINU Conlon Bros. Mfg. Company, | 
' Screen Messages Chicago, manufacturer of White) 
y, FILM Way electric washing machines, | 
: Made to Your Order! | comPLETE WITH has named John W. Shaw Adver- | 
MUSIC’ tising, Chicago, to handle its ad- 
Reach local movie vertising. A trade publication 

_ Gudiences at the most campaign will be launched June 1. 
receptive time. ~ ——— 
Joins Aitkin-Kynett 


: ‘G7 


promotion director of Collier’s 
and with Joseph Katz Company, 
Baltimore, has joined Ajitkin- 
Kynett Company, Philadelphia, as 
a member of the executive staff. 


| Sell 275, 559 NEWS Families 


TEs | ite ‘ 
* andy you Sell we WHOLE market 


Nhe sss a igi ai oe 
A. B. C. circulation, Publisher’s 
Statement March 31, 1948, shows | 
News net paid circulation 273,359.  ~_ { ‘, 
Your ad in the NEWS q of . 

reaches the WHOLE Buffalo market. 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
"Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


Total Audience 
| 


| Alvan B. Sommerfield, formerly | 


Nielsen Figures on Top-Rated Shows 
Week of March 21-27, 1948 


| 


EVENING, ONCE-A-WEEK, 


Cur. Prev. Cur. Points 
Rank Rank Program Rating ge 
1 SD PET hs cand obne'e a 33. —1.6 
2 3 Fibber McGee & Molly...300 +04 
3 4 Amos ’n’ Andy.......... 28. 0.0 
4 8 Fitch } He Aa cdxsana 21.7 +06 
5 12 Charlie McCarthy ........ 27.3 +23 
6 © Be WE desdencccccces 2.8 +03 
7 oe §« ss MeSaRgR Ee: 2.2 —1.7 
8 5 Godfrey's Scouts ........ 25.9 —2.1 
§ ££ fF ey 25.1 —0.8 
10 2 Truth or Consequences....24.3 —6.2 
11 11 Your Hit Parade ...:...239 —1.9 
12 14 My Friend trma......... 233.6 +0.6 
13 NR Duffy's Tavern .......... 23.3 =+1.7 
4 NR Jergens Journal ......... 22.5 +3.7 
15 Se. Tee WD copeiccacocese 22.3 —0.2 
16 17 Red SD ehh cach staat 22.3 —0.2 
17 NR Date with Judy ......... 22.1 +1.2 
18 13 Mr. District Attorney... .21.0 —3.8 
19 20 Kraft Music Hall....... 20.7 £4%—1.2 
20 NR This is Your F.B.1.......202 —O.6 
1 Eo ae 17.8 —2.4 
2 2 Bill Henry News ........ 13.5 a8 
3 3 Edward R. Murrow....... 12.5 0.0 
DAYTIME, 2 TO 5 A WEEK, 
1 2 Arthur Godfrey ......... 10.9 —14 
2 10 Our Gal, Sunday......... 04 —0.6 
3 8 My True Story ......... 10.4 —0.9 
4 3 Right To Happiness ....10.1 —2.0 
5 6 When Girl Marries....... 10.0 —1.5 
6 13 Rom. Helen Trent........ $8 —0.7 
7 1 Backstage Wife ......... 9.7 =—2.7 
8 i & she Sr epyoers 96 —1.1 
9 7 Ma Perkins (CBS) ...... $6 —1.7 
10 14 Pepper Young .......... 9.5 —09 
11 4 Stella Dallas ........... 94 —23 
12 12 Wendy Warren .......... 93 —1.3 
13 15 Portia Faces Life ....... 92 —1.1 
14 © BOD cccccctievgties 92 —2.0 
15 NR Aunt Jenny ............. 92 —08 
DAYTIME, SATURDAY OR 
1 NR Sheaffer Parade ......... 13.9 +1.3 
2 NR One Man’s Family........ 13.3 +1.3 
3 NR David Harding .......... 13.2 +0.5 
4 1 True Detective Mystery...128 —4.1 
aN NR Harvest of Stars......... 12.2 +2.3 


NR—Not ranked in previous report. 


Winchell’s Total 
Audience at Peak 
in Nielsen Rating 


Cuicaco— Walter Winchell’s 
“Jergens Journal” on ABC March 
25 hit its highest total audience 
‘rating of the season, A. C. Nielsen 
Company’s report for March 21- 
27 shows. 

Winchell’s “Letter to Stalin” 
broadcast raised his rating 3.7 
points to 22.5 and his rank among 
evening shows moved up from 
40th to 14th place. 

Other upward shifts: “Fitch 
Bandwagon” (the Phil Harris- 
Alice Faye program which Rexall 
will sponsor next year) gained 0.6 


* Just out 


This 

24 pg. book 
tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales __ 
with Brand Identification Signs. 4 


4 


“@UALITY NEON AND FLUORESCENT SIGNS ‘is @UANTITY" 


LimaDhio 


3500 NEON AVENUE ie 
_ REPRESENTATIVES: iN a PRINCIPAL “eines 83 


|points to a 27.7 total rating, mov- 
‘ing from eighth to fourth place; 
| Standard Brands’ Charlie Mc- 
'Carthy, which follows “Band- 
| wagon” Sunday on NBC, moved 
up 2.3 points and from 12th to fifth 
place; “Duffy’s Tavern” (for Bris- 
tol-Myers on NBC Wednesday) 
‘moved from 21st to 13th; “Date 
with Judy” (Lewis Howe Com- 
'pany, NBC Tuesday) moved from 
/26th to 17th. 

| Among daytime multi-week pro- 
‘grams, Arthur Godfrey for Ches- 
'terfield on CBS lost 1.4 points but 
regained first place as “Backstage 
|Wife” (Sterling Drug, NBC) lost 
2.7 points in total audience and 
dropped back to seventh place. 
“Our Gal, Sunday” (American 
‘Home Products) moved back to 
second place after dropping from 
first to 10th in the preceding re- 
port (AA, April 19). 

Nielsen’s data for total radio 
usage per home reflects lower 
listening levels just prior to 
Easter. The 4.7 hours of radio 
usage (out of 24) per home per 
day was 5% below the year-ago 
figure, with the loss about evenly 
distributed: between daytime and 
nighttime. 


State.Fair Names Taylor 


| The State Fair of Texas has ap- 
| pointed J. B. Taylor, Inc., Dallas, 


'to direct its advertising during 
1948. Charles Yeager, formerly 
with Cosmopolitan, has _ been 


named director of publicity of the 
| State Fair of Texas. 


All figures copyright by A. C. Nielsen Company 


15-60 MINUTE PROGRAMS 
Average Audience 


Cur. Cur. Points 
Rank Rank Program Rating Chang 
1 Fibber McGee & Molly...26.5 +1. 
2 ; Lux Theater beatucnveal 25.8 —0.2 
3 6 Amos 'n’ Andy ......... 23.7 +1.3 
4 $ any McCarthy ...... 21.9 +2.1 
5 ee eee 21.2 +1.0 
6 ©. Qe EE: Scccess coece 21.0 —24 
7 5 Godfrey's Scouts ....... 20.3 —2.8 
8 10 Fitch Bandwagon ....... 20.2 +05 
9 se. Saree 99 —0.8 
10 NR Jergens Journal ......... 19.8 -+3.1 
11 1 Truth or Consequences....18.8 —T.7 
12 12 My Friend trma......... 2.660 O44 
13 sf , ara 18.1 —03 
4 14 Red Skelton ............ 171.8 —0.7 
15 11° Mr. District Attorney..... 71.4 —2.1 
16 17 Your Hit Parade......... 1712 —0.1 
17 NR Duffy's Tavern .......... 17.2 +0.8 
18 we 2 ee 16.8 +14 
19 20 Screen Guild Players..... 15.9 —0.8 
20 18 This is Your F.B.1....... 15.8 —1.4 


EVENING, 2 TO! 5 A WEEK, 5-30 MINUTE PROGRAMS 


1 9 BR BE oveneécceces 13.8 —1.9 
2 2 Bill Henry News ........ 12.5 +0.1 
3 NR Edward R. Murrow ...... 96 +05 


15-30 MINUTE PROGRAMS 


1 7 Our Gal, Sunday ........ $5 —0.4 
2 2 Right To Happiness,..... 9.1 —1.7 
3 5 When Girl Marries ...... 90 61.4 
4 11 Rom. Helen Trent........ 88 8 —0.7 
5 cM , _Peerer 87 —08 
6 6 Ma Perkins (CBS) ...... 8.7 —1.2 
7 1 Backstage Wife ......... 86 —2.5 
8 Dy SAE osccccecces 8.5 —2.0 
9 8 Arthur Godfrey ......... 8.4 —1.2 
10 13 Pepper Young ........... 34 —0.8 
11 12 My True Story .......... 8.3 —09 
12 14 Portia Faces Life ....... 80 8 60—1.2 
13 4 Young Widder Brown..... 80 8 6—24 
14 - eae rs 7.9 —1.7 
15 NR Aunt Jenny ............ 7.9 —1.0 


art 5-60 MINUTES 


1 True Detective Mystery...10.7 —3.9 
2 wa Sheaffer Parade ......... 10.4 +19 
3 NR Adv. of Archie Andrews... 9.4 -+-0.2 
4 NR David Harding .......... 9.3 —0.5 
5 NR One Man’s Family ...... 9.2 +1.3 


Names MacHale 


William H. MacHale, sales pro- 
motion and advertising manager 
of the plastics department of the | 


plastics and resin division, Ameri- | 


can Cyanamid Company, New 
York, has been named chairman 
of the exposition publicity com- 
mittee for the third National 
Plastics Exposition to be held at 
the Grand Central Palace, New 
York, Sept. 27-Oct. 1. The ex- 
position will be sponsored by the 
Society of the Plastics Industry. 


Names Hixson-O’Donnell 


The women’s wear woolen and 
worsted division of Susquehanna 
Mills, Inc., New York, has ap- 
pointed the Muriel Johnstone divi- 
sion of Hixson-O’Donnell Adver- 
tising, New York, to handle its 
advertising. 


Now's the Time 
fo Get in Video: 
William Morris 


(Continued from Page 1) 
Theater 
Mr. Morris recalled. 

“Both the television camera and 
screen were on the stage, enabling 
the audience to watch the artists 
and the picture at the same time. 


Used Sanabria Video System 


“We used the Sanabria televi- 
sion system. The Nimpkov whee! 
was used in those days rather than 
a cathode ray tube.” 

During the years when the big- 
gest advances in television were 
being made in Great Britain, the 
agency arranged for legitimate 
and variety actors with theater 
or cabaret bookings there to ap- 
pear on video shows at Alexandria 
Palace. 

“Following the counsel of my 
father, we have kept television 
directly in mind in all our activi- 
ties,” Mr. Morris said. “I was in- 
strumental in bringing Paramount 
Pictures and Dr. Allen B. DuMont 
together for the formation of the 
present DuMont company.” 

At the moment there are no 
Morris packaged shows on tele- 
the 


vision. However, agency 
handles the top-ranking “Amateur 
Hour,” formerly sponsored by 


SALISBURY 


NORTH CAROLINA 
16th In Population Ronks — 
ae. 4 

Per Capita 


RETAIL SALES 


Write for copy of 


BRAND PREFERENCE SURVEY 


POST. 


Evening and Sundey Morning — 


SALISBURY, N. C 


-— WARD.GRIFFITH CU, gas. tah 


MEANS BUSINESS 


Fargo’s 1947 Retail Sales Show 27% 


AND 
$60,152,000. 


Gain 


Retail sales in Fargo represent 12.80 
percent of all the business done in 


North Dakota. 


More than 47,000 families buy and read 
The Fargo Forum, Daily and Sunday. 


THE FARGO FORUM 


Published Morning, Evening and Sunday 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith © 
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Ca, si aie an.” 
‘Aaver ising Age, May 3, 1948 
Kaiser-Frazer, now a sustaining “Schools, hospitals, clubs, bars|liard ball manipulations—not big,|to science . . . and it will have 
feature on the DuMont network. and restaurants all will tune in| mechanical illusions—will be ideal | relatively the same impact on the 
Tex and Jinx McCrary, whose| daytime programs.” |for video, he suggested. daily customs of the people.” 


,oonday show for Swift & Co. was He predicts that sight and sound | ——— 
‘he first sponsored television net-| broadcasting will foster a great Video Like Atomic Fission ‘Stannard Joins Snap 
work show (on NBC), are clients renaissance of vaudeville. 


f the agency Swift now hee an | | Among the prestidigitators who William e. Stannard, account : ie to the ! 
0 ° fall into this category are Cardini,| executive of the Montreal office of 

, ; ro De 
evening video show, starring | a oo Vee ace card and billiard ball manipu-| J. Walter Thompson Company for 2/2 BILLION DOLLAR 
Lanny Ross, another Morris cli-| “Variety acts are perfect for jator; Milbourne Christopher, who | the past 12 years, has joined Snap 


POULTRY INDUSTRY MARKET 


ent, who looks like a sure bet to television,” he said. “The decline | has performed rope and card Company, Montreal, as vice-presi- 


io as well on television as he did| of vaudeville was speeded by the|trjcks on many shows, including | 4¢mt and general manager. He also is 

in radio a few years ago. ‘building of large theaters. The|the old Bristol-Myers “Party py hh nny | Sy POULTRY supply dealer 
Represents Fight Promoters nuances of a fine act could not be! Line” on CBS, and Jay Marshall, | ° the Conant Paint Company. (endin Ceulenes Paper Gentag Yoo Poultry teduetry 
ne of the irs realize “Nor could these entertainers' « ‘ei : BURRIDGE 0. BUTLER, Publisher 

commercial value of sports to. ' “Television not only will revive Packard Ups Greiner 1230 Washington Bivd., Chicoge 7, Minos 


- ; |shift to motion pictures, where) vaudeville, but it will give birth , 

television, the Morris agency TP" | they would have to act in cold) to vaudeville acts that will chal- aaitnin’ wae toe a ae 

resents 6: pee ee or “@\ takes. A true variety artist can|jenge the artistry of such past president of Packard Motor Car 

maica and Par a outs over! only ‘give’ when he is working greats as Marie Lloyd, Weber and Company, Detroit. 

Soe ons for several other sport.| Witt spontaneity before an audi-| Field and Charlie Chaplin,” he 

04 ; 3 | ence.” ‘continued. 

ing events here and in the Mid-| Telegenic magicians, never able| “Furthermore, this modern) 

west and Far West. to find a place for their art in| miracle may bring about the re- 
Plans are going ahead for tele- | radio (with the exception of Dun-|turn of entertainment of the 

casts for all the bands handled) ninger), or the movies (even | caliber of Commedia del’Arte, an. 


, j hd A : 
by the ageney. Sponsors will be | Houdini’s pictures were flops) | Italian troupe which excelled in| BINDERY CO., Inc. 


Write on Business Letterhead For Market Dote Folder 


SERVICE Senate 


DIE-CUTTING * EASELING 


a nd antes Raper a may prove very successful with| extemporaneous performances. | SUPerior 5105 PAPER and BOARD LINI NG 
ington and a swing session with | so : 5 ir ve ; “oy . 
Count Basie, to mention two of | television audiences. Close-ups of Television is to the entertain 360 EAST GRAND AVE., CHICAGO 111, ILL. 


the availabilities such feats as card, coin and bil-|ment field what atomic fission is | 


The bulk of William Morris —~ 
Agency’s revenue comes from) 
commissions on radio and motion | 
picture performances by its roster | 
of entertainers. The fate of those | 
two forms of entertainment in the | 
golden age of television is a ques- 
tion the experts can’t keep from | 
debating. 

Mr. Morris, who sees television | 
as the quintessence of all the arts. 
and sciences of the theater, will 
admit to no anxiety concerning 
the future of his radio and film) 
clients in television. 


Everyone Telegenic 


When asked what would happen | 
to the radio names who might not 
prove telegenic enough to make 
a hit with the viewers, he said: 

“There is no personality that 
isn’t suitable for television. Audi- 
ences are interested in people. Of 
course, they will always like some 
better than others. 

“Television audiences, seeing | 
show after show at no cost in 
their own living rooms, are not 
going to be as exacting as they) 
are in viewing motion pictures. | 
Of course, they will rate what 
they see, but they won’t be ex- 
pecting a great, histrionic per- 
formance every time. 

“It’s as we say every day in 
this agency—every actor is good, 
some are better than others.” 

The biggest problem the radio 
entertainer confronts when going 
into television, according to the 
talent executive, is one of timing. 

“He has to learn to slow down,” 
Mr. Morris said. “Before the 
mike, he has been used to hitting 
every second. On television, one 
gesture may cover a_ thousand 
words.” 


Agency Is 50 Years Old 


| 
The Morris agency, which thta| 
year is celebrating its 50th anni-| 


pe after weathering many a oe Advertisers recognize * fig 
shift in the public’s fancy—from wo. ie vi vi . 
vaudeville to films - a a this vital evidence of reader 
is advising its artists to get into H ak 
beleviliion. Such ew Ml many - Re interest by using more pages 
Stars are ble to heed. a : 
Major aia. Be soma companies ; iT Iron Age than any other 
have exclusive contracts which : ert ss 7 oe 
tation their actors’ working time ‘ by magazine in the world se including 
the movie stars are willing to aac a all general as well as trade papers. — 


before video cameras—assuming 
toast under television lights at the 
current television salary rate. 
However, this problem of ex- 
clusiveness, Mr. Morris insists, is a 
Matter with which the artists’ 
“Wnions would be concerned. 


“ponsored radio entertainers | " ; : ot 
With star billing are seldom free. . FOR 93 


+ . er | 
‘0 Sign for a commercial television | 


EE 


Mr. Morris thinks competition | 
Tom television eventually will 


"legate radio to a daytime role @ A Chilton ru) Publication &@ 


Ue raising the standards of mo- 


pictures to a new level. 


eee ae oe 100 EAST 42ND ST., NEW YORK 17, N. YS 


ime function, too,” he said. | 
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Appoints Ferran 


John B. Ferran, formerly public 
relations director of the New Or- 
leans Port Commission, has been 
named executive director of the 
Louisiana Forestry Association, 
Alexandria. He is succeeded at 
the commission by Richard B. 
Swanson, formerly assistant pub- 
lic relations director. 
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Magazines’ Gains 


in Ad Value Geared 


fo Income Rise 


(Continued from Page 1) 
translation of these wants into ac- 
| tive buying demand.” 

_ “By expanding these wants, 
he continued, “advertising and 
selling can become major educa- 
tional factors in building the de- 


2] 


mand for new and better products | 
|—a demand for stepping up from) 


‘one standard of living to the 
next.” 
He conceded the danger to a 


high-level economy in the higher 


|“break-even points” of business, | 
|but said there is no need for a 
“serious drop in demand if the: - 


_ public is educated to accept and 
|/insist on the higher standards of 


living made possible by our pro-| 


‘ductivity and by the increased 
‘real purchasing power resulting 
\from increased productivity.” ° 


Not Half Way to Goal 


| In 1941, he recalled, the $25-a- 
| week family typified the Ameri- 


|can economy, and a government . 


study showed that families with 
| $50-a-week were buying and con- 
| suming at the rate of almost 
‘double the $25-a-week 
This scale is no longer applicable 
because “approximately 28,000,- 


| 000 or 60% of our consumer} 


spending units had money in- 
comes of over $2,000 per year 
‘compared with 14,000,000 or only 
35.6% in 1941. . . Unfortunately, 
inflation and taxes have taken 
‘such a large bite out of increased 


“Gimme 


ONLY BIGGER!” 


Y ssn us hicks, hayseeds 
and plow jockies in the Red 
River Valley have more dough 
to spend on necessities and lux- 
uries than similar apple-knock- 
ers in almost any other section 
you can think of! 


The average family in WDAY’s 
area, for instance, has an Effec- 
tive Buying Income of $4493 as 
against an average of $3466 for 
Iowa, Kansas. Minnesota, Mis- 
souri, Nebraska and the Dakotas, 


combined! (Sales Management, 
1947). 


For 26 years, WDAY has been 
the big radio habit in the Red 
Valley. Most 
hardly ever even think of any 


River people 


other station. May we prove it 
to you? 


FARGO, N. D. 
NBC ¢ 970 KILOCYCLES 
5000 WATTS 


family. | 


,income that we have progressed , 
less than half-way to the goal of! 


|doubling real purchasing power 
(since 1941) .. . but we have gone 
half-way and already have a real 
|/purchasing power 53% 
hee sk a 


Pressmen’s Berry Speaks 
The publishers heard a labor 
|leader reiterate his union’s pledge 


higher 


|of arbitration, including the al-| 


most-unique 
lare sacred.” 


phrase, “contracts 
He was George L. 
|Printing Pressmen’s and Assist- 
|ants’ Union of North America. 

For more than 40 years, Mr. 
‘Berry recalled, IPPAU has main- 
tained (1) “the policy that we 


Berry, president of International | 


shall not engage in the stoppage | 


of business until all resources have 
been exhausted ... 


in the industry is wasteful and 
. is detrimental to the public 
who requires the printed 
page, 

(2) “A reputation of adherence 
‘to our commitments between our 
partners and ourselves”; (3) “a 
system of arbitration to act as the 
last resort in the event of our in- 
ability to agree”; (4) “we have 
acknowledged the presence of 
‘certain responsibilities outside of 
. . contracts ... and thus we 
have brought into existence the 
largest technical trade school in 
printing in the world, and the 
only one operated by a trade 
union; 

(5) “An educational system for 
the development of . .. appren- 
\tices . . . correspondence courses, 
| examinations and _ certifications 
are a part... to the end that bet- 
‘ter printing and more printing 
may ensue”; (6) “an engineering 
department for magazines and 
printing matter . 


answer to. . 


‘for free enterprise.” 
Finds Ads Revolutionary 


Charles G. Mortimer, General 
Foods Corporation, chairman of | 


the Advertising Council, termed blaze the paths in which we shall 
advertising in the public service walk.” he said. 


' “so revolutionary in its effect that | 
it is almost as though the ingredi- 
‘ents of a familiar substance like 
gunpowder had been put together 
|in a new way to form the atomic 
bomb.” 
‘were “ably represented” in the) 
,council by Albert E. Winger, 
Crowell - Collier; Arthur Kohler, | 
Curtis; John K. Herbert, Hearst; | 
| John E. Smith, McCall; and Frank | 
Braucher, Periodical Publishers | 
'Association; Roy Larsen, Time, | 
,Inc.; and Gardner Cowles, Look. | 
_ Mr. Mortimer noted the success 
‘of council drives, notably the| 
“Crisis in Education” campaign, | 
which saw—in nine months of op- 
eration— 38 states make substan- 
tial increases in appropriations for | 
schools. “The Advertising Coun-_| 
cil,” said Mr. Mortimer, “is proof 
|of the fact that public service .. .| 
|is the best public relations.” 

In earlier sessions, the magazine | 
publishers heard Dr. James Phin- | 
ney Baxter, president of Williams | 
College, warn that “the advances | 
in nuclear physics in our lifetime | 
have been no more dangerous | 
than the great advances in the art! 
of lying.” 


‘Shield of Democracy’ 


“The press, the magazines and 
the radio can combat falsehood | 
|with truth, and constitute them- 
| selves a shield for democracy,” he 
said. He said that free speech is 
most important in democracy in 
three places, Congress, “newspa- 
pers and magazines” and “colleges 
and universities.” 

Donald K. David, dean of the 
Harvard Graduate School of Busi- 


- 
“es 


we acknowl- | 
edge that the presence of warfare | 


seeking to | staff, 
promote better and more print- | “wherever 
ing”; (7) “the expansion of the! stamped out of the lives of people, | 
principle of free enterprise, the) it was because truth and fact were 
willingness of the partners that! first obliterated from what they 
make up industry, is the effective | read.” 
. any sort of ‘ism’ that freedom of the press cannot 
that sets itself up as a substitute survive without “responsibility in 


_ good 


|afraid war loses some of its fear = 


/overtime paycheck or on a cost- 


He noted that magazines | ~ 


- 
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So Extra Rich in Flavor, You Are Urged. to 
TRY USING 4 LESS COFFEE PER CuP 
thon with the lesser Flavored brands 

WITH FOLGER'S THREE SPOONS Putt aa MAKE FOUR CUPS FELL 


a see © REE © ee oC Lec. 


WHOSE BIG DAY IS WHOSE?—Down in Springfield, O., J. A. Folger & Co. ran 

its page April 7, offering a can of Folger's coffee free with another can. Next 

day General Foods' Maxwell House ran its 25-cents-off coupon ad, which called 
April 8 the “big” day. 


ness Administration, told the pub- | plus contract. The immoral com- 
lishers that “in this conflict of|panionship of prosperity and war 
systems, the best way to preserve|may have blinded some of us to 
our system is to make it work.” | the realization that all war ulti- 
The business man has especially mately is a process of destruction. 
heavy responsibilities in this re-|War destroys wealth; it does not 
gard, he said, and a new type of| produce it. It impoverishes states; 
business man is gradually emerg- it does not enrich them.” 
ing, developed in three fields: (1) In similar vein, Beardsley Ruml, 
research, “where the real secrets|chairman of the board, R. H. 
of the nature of society are being Macy & Co., told NAMP that the 
unlocked”; (2) business, where! prospect of a $30 billion-a-year 
“responsible men and women are | armament program will “put some 
using the skills and resources at|strain on some kinds of pro- 
their command to learn how to do|quction. It may make necessary 
a better job for society”; and (3) | ome allocations and some con- 
OCNEREER. trols. It will certainly limit the 
Gen. Bradley Speaks production of capital goods that 
Gen. Omar N. Bradley, chief of Might otherwise be available to 
told the publishers that raise the output of consumers 
liberty has been) 


He cautioned his audience 


its expression.” 

“It is your conscience, your 
judgment, your political 
morality, your intellect, and above 
all your integrity that will help| 


SERVICE 
SUPerior 8154 


8 W. Ontario, Chicago 10, Illinois 
THE DAY YOU WANT IT— 


The general warned that “I am 


to those people who fight it on an ; — THE WAY YOU WANT IT! 


IT PAYS 
TO LOOK AT | 
LEVELCOAT*~. [ 


For printing with the 
very feel of quality —choose a 


~ 


Sovelooal 


Levelcoat* printing papers are made in the following grades: 
Trufectt, Kimfectt, Multifectt, and Rotofectt. 


KIMBERLY-CLARK CORPORATION, 
NEENAH, WISCONSIN 


* TRADEMARK 
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dvertising ‘Age, May 3, 1948 
pods and the standard of living| BURTON W. RHOADS 


ith in the U. S. and elsewhere; Western SprINGs, ILL.—Burton 
throughout the world. W. Rhoads, veteran member of the 
Dewhurst on World Standard Prairie Farmer advertising staff, 


7 J. Frederic Dewhurst, economist died here April 24, at the age of 


ae for the Twentieth Century Fund, 17. He had been head of the clas- 
New York, pointed out that “even sified advertising department for 
before the war—when we were | '™4@?yY years. 


estas well of and ie rest of te) at Rhowds worked onthe ol 
0 latively better off—¥j*** a “the ’ . , ; P 
woth Utd wad Geneniaat - the | Joined the Prairie Farmer in 1916. She’s a friend of ours. of listening to WMC, the Memphis 


¢ United States something like one- a NBC outlet, WMCF, the first FM 
third of the world’s goods. In other | B. H. BRAMBLE 


She lives up in Arkansas, one of 


words, with one-fifteenth of the| Fort Ere, Ont.—B. H. Bramble, the rich regions that makes this a re 4g oe meengete ond Ge Be 
FF world’s population, the 140,000,-|former advertising manager of TWO-BILLION DOLLAR market. outh, and coming soon, WMCT 

000 American consumers live at a|Goodyear Tire & Rubber Com- ( Television). 

standard of living close to five|pany of Canada, Toronto, and. And there are thousands more 


Your Branham man will tell you 
about 5000 watts day and night, 


times higher than the average of|lately of the Baker Advertising 


av throughout Arkansas, Mississippi 
the more than two billion con-|Agency, Toronto, died here re- 6 ’ —e~ 


B and Tennessee who e . 
m Me. Dewhurst described the a qunepeieemmen friends of WMC, the go Hho cae ar ae 
e a an "seen ae Layman Joins Y&R NBC outlet since 1923. buy in Memphis and the Mid. 
one ey + —_— podigee. .** seek gre gyn cnet mie ne They’ve formed the pleasant habit South. 
Met Scem in whicn planning’ as to|, Miner, Company, Los, Angeles, 


products and prices—and the mis- Young & Rubicam as account ex- 
takes which result from bad plan-| eceytive on the Hunt Foods ac- 


ning—-are decentralized among} count. | 


com- @ -everal million businesses .. . and 
wal @ among many millions of consum- 
us to ers. 

ulti- “It is a profit and loss system 
ction. B which encourages the individual 
foe to use his ingenuity and risk his 


capital in designing a_ better 
mousetrap, or automobile, or 
magazine, in the hope of profit. . .. 

“The great challenge which all | 
of us face is to remove its imper- 
fections without destroying its 
virtues.” 


Coffee Maker, 
Toaster, Mixer 
Readied by GM 


(Picture on Page 1) 

MINNEAPOLIS — General Mills 
plans to make an automatic coffee 
maker, as well as a toaster and 
food mixer. The toaster will be 
the first of the three new products 
to go into production, probably in 
early fall. 

General Mills has previously in- 
troduced its Pressure Quick sauce- 
pan and Tru-Heat electric iron, 
and has announced advertising 
plans for a new steam ironing at- 
tachment for the electric iron. The 
, Wines drive opens with a back cover of 
The Saturday Evening Post, 
May 29. 

Production has been brought up 
on the product to compensate for 
the loss of thousands of steam iron 
attachments in a warehouse fire a 
few months ago. At that time, 


February and March advertising ty 
of the product were set back until Cy Hag Yé Cf" on 
| 


OES 


a sufficient backlog of the product 

could be built up. Heavy trade) 

advertising has b i i 

Pacupey in 10 tendo publications. LIKE A TUG AND A BARGE 
Teaser copy will augment the 


Post advertisement starting May 
10 on the “Betty Crocker Maga- 


zine of the Air” program (ABC). You can't push a barge upstream by wishing! And your salesmen 
Daeg ne. ae bode ary ~ can t successfully compete in this upstream market without 
ty Eatinaeies ta eee Aemiohe all-over” advertising support. That's why it's so important to 
ben eneaiienia. | route your advertising as you route your salesmen. It’s easy to do 
A ; the attachment is made tor if you major in the Pittsburgh Post-Gazette, the only newspaper 
bo SMe Ge ania aie that will work with them in selling the million central city people 
‘tresses purchase of both items as —then travel beyond in a 50-mile radius to help sell the two mil- 
‘the perfect pair for dry ironing: lion more who live in and around the neighboring 144 cities and 


nd steam ironing, too.” 
Batten, Barton, Durstine & Os- 
orn, Minneapolis, is the agency. 


towns of 1,000 to 70,000 population. 


rey Appoints Vitriol 
Herbert A. Vitriol, formerly 
ith the National Biscuit Com- 
pany, New York, has been ap- 
Pollited research director of Grey 
dvertising, New York. Before 
%Nn ng Nabisco Mr. Vitriol was 
J. Walter Thompson Com- 
an’. New York. 


foie Manages NABD 

Leonard Hole, formerly assist- 
ft director of television at CBS, 
" een named general manager 
' DuMont’s key station, WABD, 
ew York. 


Orr 


ne 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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Freihofer to Musselman Advertising in the Test Stage 


Stanley Musselman, Inc., New 
York, has been retained by Wil- 
liam Freihofer Baking Company, 
Philadelphia, to handle its adver- 
tising. 


Byers Publishing Moves 

Byers Publishing Company, pub- 
lisher of trade publications and 
directories, has moved its Toronto 
office to 200 Bay St. 


Rhodes & Co. 


Introduces ‘Glo’ 
in Test Markets 


Cuicaco—James H. Rhodes & 


Co. has begun testing Glo, a new 
steel wool soapy scouring pad, in 
several large cities in various sec- 


tions of the country. 


ads. in 


ishing materials, celebrates its 
|50th anniversary this year. Elmer 


_R. Murphey, president, founded the | 


\firm with James H. Rhodes in 
| 1898 and has directed its activities 
ever since. 

Gordon Best Company, Chicago, 
|is the agency. 


PILLSBURY RUNNING 
FIRST 1-CENT SALE 


jis delivered to the company in 
| plain white sacks and in sacks al- 
|ready carrying a colored print. 
There are no labels or other type 
matter on the sacks. 

Initial copy is four columns by 
16 inches, followed by two ads at 
weekly 


intervals three columns| 


by 12 inches. 
The Tasket Agency, 
handles the account. 


Gartield & Guild Moves 


The San Francisco office of Gar- 
has 


field & Guild, Advertising, 
been moved to 45 Second St. 


Seattle, 


One-column, 84-line 
| newspapers 
will stress the theme, 
|pans, not your hands.” 
package carries the slogan, 


on the hands.” 


‘consumer field, was 


Southern 
E. @ Farmer 


from sharp steel splinters. 


in the test markets 
“Scours the 
The Glo 
“Easy 


The new product, which marks | 
the company’s expansion into the | 1,200-line copy in the Minneapolis 
developed 
|after tests to determine stability 
‘of soap in pad, wearing qualities, | 
resistance to rusting and freedom | 


Rhodes, a leading producer of 
sponges, pumice, felt, steel wool, 
chamois and other industrial fin- 


fea WIRE RECORDER 


HIGH FIDELITY 


PORTABLE MODEL IN CONVENIENT 
CARRYING CASE 


Includes AM Radio © Lear High-Fidelity 
Wire Recorder © Leartronic Scratch Filter 
© Single Record Phonograph Turntable 
with Leortron Pickup © Dynamic Speaker 
© Microphone * One Full Hour Spool of 
Wire with Cue Disc © Index Pads ¢ 
Connection Cable to attach Lear High- 
Fidelity Wire Recorder to any radio or 
loud speoker. Radio time clock, head- 
phones, and additional spools available 
as accessories. 


Generous Discount 


for 
Qualified Representatives 


IMPORTANT FEATURES 

e Complete range of models and prices, 
with and without AM-FM Radio 

@ Super-fast rewind 

e Wire can be used over and over 

e Records direct, or from phonograph, 
radio 

© Nationally advertised 

Ideal for Radio Stations * Advertising Agencies * Auditions * Air Checks 


Remote Broadcasts * Public Events * Schools & Colleges * Dramatic & Voice 
Teachers * Language Schools * Courts & Police, etc. 


CHECK THESE 
e A precision instrument 
e Built by experienced engineers 
@ Full range of high and low tones 
e Easy to operate and use 
e Hours of uninterrupted performance 
@ Automatic timer 


We have begun a nation-wide campaign of publicity and advertising that will 
create steady and profitable demand for the LEAR High-Fidelity Wire Recorder. 
You can share in these sales and profits while calling on your present trade! 
If you are an independent radio supply salesman — or, if you operate a radio 
supply business with a live-wire sales staff — you can make money selling the 
LEAR High-Fidelity Wire Recorder. 

We have a most attractive deal for you now —if- you are ready to do a 
REAL SELLING JOB! No middlemen or distributors —this is a direct factory deal 


where you get the full discounts! 


For complete details, send 
information about yourself, 
your organization and your 


territory TODAY—to Dept. G. 


INCORPORATED 
110 lonia Ave. N. W., Grand Rapids 2, Mich. 


W " iT E D a FACTORY SALESMEN 


FOR THE HIGH-QUALITY PROFESSIONAL TYPE 


MINNEAPOLIS—For the first time 
in its history, Pillsbury Mills is 
holding a one-cent sale. 


company 
Minneapolis and St. Paul. 
Advertising has opened with 


ia and Tribune. A coupon offers 


} 


OISCOVER WOW EASY (T IS TO MAKE 
MARVELOUS BOT ROLLS THIS NEW WAY 
a rate 


To pro-| 
‘mote its new Hot Roll mix, the) 
is testing the offer in| 


Cover IOWA with KIOA 


SELL WITH 


Participation in Chicago Cubs 
games (daytime) with Bert Wil- 
son at the mike—May 3 thru Sep- 
tember 30th. 


940 kilocycles 


10,000 watts day 
5,000 watts night 


Complete sponsorship or partici- 
pation in Des Moines Cubs’ West- 
ern League games (nighttime) 
with Don O’Brien at the mike,- 
May 3 through Sept. 21st. 


Wire, Call or Write Any 
PAUL RAYMER AGENCY for cumplete 
details,or contact KIOA 


a second package of the mix for) 
/one cent. Dealers retain the penny 
\for coupon handling, and Pills- | 
bury is redeeming coupons at reg- 
ular shelf price. | 

Point of sale material is being 
used. Leo Burnett Company, Chi- 
cago, handles the account. 


QUAKER TESTS NEW 
READY-MIX PRODUCTS 
Cuicaco — Two new prepared 
cake mixes are being introduced | 
in the New England market as a 
test by the Quaker Oats Company 
here. 
The products are Aunt Jemima | 
Devil’s Food Cake Ready-Mix and | 
Aunt Jemima Silver Cake Ready- | 
Mix. Advertising will concentrate | 
chiefly in the Boston area, with)! 
1,000-line ads on the food pages of 
daily newspapers and third-page 
four-color ads in Sunday comic | 
sections. The campaign also will | 
include radio spot announcements. 
In another test, the company re- 
cently introduced Aunt Jemima’s 
White Corn Bread in the South. 
Advertising is being placed 
through LaRoche & Ellis here. 


MISSION MACARONI 
OFFERS FLOUR SACKS 
SEATTLE—A_ three-week test 
campaign offering colored prints 
on flour sacking has been launched 
by Mission Macaroni Company in 
daily papers of Seattle, Tacoma 
and Everett. 

| For two Mission labels and $1, 
_a housewife may order three fast- 
colored prints on flour sacking, 36 
by 42 inches, or four white cotton 
‘flour sacks of the same size, 
| bleached and laundered. Mission 
| pays postage. 

The sacking is promoted as sell- 
‘ing for “less than wholesale cost 
-and really wonderful materials” 
for dresses, frocks, aprons, chil- 
|dren’s clothing and dish towels. 
The company also offers a free | 
booklet, “How to sew and save) 
'with cotton bags.” 

The flour sacking is that in | 
'which Mission company receives 
durum semolina flour from mills 
for its macaroni products. Flour | 
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MARKET 


The Oakland Tribune 
—most effective and 
most productive in 
Metropolitan Oakland 
—alone covers this rich 
$925,307,000* market. As 
a truly fine home news- 
paper, 3 out of every 4 
Tribunes are Home Deliv- 
ered. Since 1939, the Oak- 
land Tribune has had the 
greatest home delivered 
daily city circulation in 
Northern California. 

* Total retail sales, Alameda 


County, Sales Management, 1947 
“Survey of Buying Power “ 


TOTAL NET PAID CIRCULATION 


DAILY SUNDAY 


150,802 162,441 | 


(A.B.C. Publisher's Statement, Sept. 30, 1947) 
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API Swings Drive 
s fin 8 Magazines 
to Oil's Activity 
Adverse Robinson 


Report Not Factor, 
Spokesmen Claim 


New York — American Petro-| 


leum Institute’s advertising cam- 
paign will shift its emphasis to 
the various activities of the oil 
industry, i.e, dramatizing its 
transportation, refining, explora- 
tion, ete., in a new campaign tac- 
tic. 

On the schedule for the copy, 
to be released next week, are The 
American Weekly, Collier’s, Life, 
Look, Pathfinder, The Saturday 
Evening Post, This Week Maga- 
zine and U. S. News, with 40 busi- 
ness papers also carrying the 
drive. Another schedule will go 
to youth and school publications, 
and to Editor & Publisher. 

Final details of the new cam- 
paign will be settled at the meet- 
ing of the Oil Industry Informa- 
tion Committee’s advertising sub- 
committee in Cleveland today 
(May 3). 

Thus API swings completely 
away from the “rivalry” theme 
with which it began; it was tem- 
porrarily forced to divert from 
rivalry last winter when fuel oil 
shortages pinched many parts of 
the country. 


Change Insertions Basis 


The ads, placed through Sulli- 
van, Stauffer, Colwell & Bayles, 
will also be used differently: In- 
sead of the same ad running 
simultaneously in a list of maga- 
zines, all the ads will run simul- 
taneously, subsequently switching 
the insertions from magazine to 
magazine, 

Both the agency and Fred El- 
dean Organization, the public re- 
lations firm picked to shepherd 
the million-dollar oil industry 
public relations drive, denied that 


~ BE ET 


West and Rocky Mountain areas. 


"it was thought that the next) [Last Minute News Flashes 


session of the Oil Industry Infor- | ‘ : “ ps 
mation Committee, scheduled for Tootsie Chicago Test Extension Undecided 


|May 10 in Dallas, will see more 
|discussion of advertising themes, 
| and perhaps more emphasis on re- 
igional committee advertising, 
small company advertising, etc. 
API sources told AA that much 
of this advertising is only now 


in operation since last fall. 
Reynolds Tells Why 


The Robinson report has not 
been considered “disturbing” or 
“shocking” to members of the 
committee. Indeed, a number of 
|them regard it as evidence that 
|the job which the API attempted 
|has been well done. 

Conger Reynolds, director of 
public relations, Standard of In- 


told a recent meeting of the Pub- 
licity Club of Chicago that the 
API was more than pleased by the 
effectiveness of the conservation 
theme. 

He minimized the less favorable 
attitude toward prices and profits, 
by noting that the drive actually 
had not concentrated on either 
one. The shift of opinion “wasn’t 
surprising, because oil company 
prices and profits actually had in- 
creased in the interim between 
studies.” 

Regarding the copy in the old 
drive, Mr. Reynolds said: “We 
found that copy must be written 
for the client as well as its audi- 
ence. The old drive didn’t go over 
with the people in the industry. It 
was just a little too academic, and 


|so we shifted our base on that.” 


NAM Puts Bunting 
in Top Staff Post 


Detroit — Earl Bunting, for - 
merly president of O’Sullivan 
Rubber Corporation, Winchester, 
Va., and  wnon- 
salaried presi- 
dent of the Na- 
tional Associa- 
tion of Manufac- 


the shift in copy was primarily | 
lictated by the results of an Opin-'| 
lon Research Corporation study | 
f public attitudes toward the oil | 
industry. 

ORC made the original study 
n which much of the oil indus- 
ty’s public relations strategy was 
. ased. In the second study, it 
nirrors a number of results of 
" he year’s happenings. Among 
fem: (1) The fuel oil shortage 
fected the general public more 


une 
and fan any other shortage; (2) few 
= eople blamed the oil companies 


x” the shortage (most blamed 
kports) but when asked if com- 
anies were at fault, 24% thought 


As |fey were; (3) some 52% of the 
ews- ublic thinks the companies have 
y 4 led to prevent the shortage; 
eliv- No Copy on Profits 


(4) Most of API's official ex- 
lanations for the oil shortage last 
‘inter showed up well on the 
Dlayback” from the public; (5) 
n the other hand, the public was 
ore critical of gasoline prices 
han it was two years ago, and 
w 36% say the price of gaso- 
me is too high in relation to 
ther prices, although half still 
Ry the price is about right; (6) 
growing percentage of the pub- 
¢ thinks the oil industry makes 
bomuch profit (32% in 1948, 21% 
1946), and only 42% still re- 
md oil profits as reasonable 
1947 ) | 1947 was a banner year for oil 
Mpany earnings, with many rec- 
ds set—“however, API has thus 
Pr not touched the profit theme, 
RVing it to the individual com- 
ehies’’) , 
fm The Robinson survey was based 
12.921 interviews in 26 states, 
mittng the Deep South, Far 


turers in 1947, 
last week was 
elected managing 
director of the 
NAM, thus fill- 
ing the associa- 


tion’s top staff 

post which has  €arl Bunting 
been vacant 

since the death of Walter B. 


Weisenburger last June. 

Mr. Bunting is 54, and was 
president of Earl Bunting & As- 
sociates, industrial architect and 
engineering firm in Portland, Ore. 
In the early 1930s he went to 
Washington to assist in getting aid 
from the RFC for some Oregon 
irrigation districts, and stayed on 
in the capital with his engineering 
company. 

One of his early clients was 
O’Sullivan Rubber Corporation. 
First as an industrial adviser, then 
as director, then as general man- 
ager, and finally as president, Mr. 
Bunting moved into O’Sullivan. 

In 1945 he became active in 
NAM as vice-chairman of its dis- 
tribution committee. He was 
elected president of NAM in De- 
cember, 1946. 

| 


'vertisers whose products are pic- | Ellison Resigns 


Resume Chicago Talks ‘tured or displayed on the machine 


Negotiations have been resumed 


between Chicago Local 16, ITU|a window display and an interior 
and the Franklin Association, rep- display. 


resenting the closed shops here. 
An association spokesman said 
that “progress is being made” al-'| 


though an ITU negotiator said) : 
that “there are still a few hurdles, cee ik a’ tikeae gy oe 


chiefly wages and jurisdiction of | 
some types of work under the) 
Taft-Hartley Law.” 

Talks continue between the, 
local and the Chicago Newspaper | 
Publishers Association. 


beginning to run, despite the fact 
that national advertising has been 


diana, and vice-chairman of OIIC, | 


AS AS He Rae eased tn 25 


Crum, Barnes Buy 
Control of ‘PM’ 


New YorKk—Bartley Crum, San 
Francisco attorney, and Joseph 
Barnes, former foreign editor of 
the New York Herald Tribune, 
‘last week were slated to acquire 


Hosoxen, N. J.—The Sweets Company of America has not decided 
whether to extend the “10 cents off on any loaf of bread” offer with 
which it has been selling Tootsie fudge and frosting mix in Chicago. 
The Chicago test ended April 30, and grocers have until May 15 to 
redeem box tops at 11 cents through wholesalers. Duane Jones Com- 
pany, New York, handles the sccount. ‘control of Marshall Field’s PM. 


Eversharp Planning Wahl Ball Pen Drive Mr. Field made the announce- 
New York—Eversharp, Inc., is mulling promotional plans for a new ment, but did not disclose finan- 
Wahl .ball pen, which will probably be priced at $1. Advertising | cial details, although informed 
_ plans are understood to be indefinite, but may call for newspaper ads, |Sources said that the assets were 


plus spot radio and program cut-ins. The Biow Company has the | worth ‘more than $1,000,000, and 
Eversharp account. \that Field had required evidence 


: “ i lof considerable additional capital 
David Wallace Heads GMA Public Relations |to operate the newspaper. Mr, 
New YorK—David Wallace, formerly assistant public relations di- | Field will continue as a minority 
rector of American Airlines, has been named public relations director | stockholder. 
of Grocery Manufacturers of America. He succeeds Hazen H. Morse On March 12 the publisher, who 
Jr., who has become editor of Living, Bay Shore, L. I., a new weekly had supported PM since 1940, and 
community magazine. reportedly had invested about $4,- 


. a) /318,000 in the enterprise, an- 
Daych Leaves ‘Dun’s’ for St. Georges & Keyes | ponend thet heweuld suaaaed 


| New Yorx—Herman Daych, for the past 10 years advertising man- ‘publication March 26. Thereafter 


_ager of Dun’s Review, has resigned, effective May 14, and will join ‘began a series of negotiations 


| St. Georges & Keyes on June 14 after a month’s vacation. ‘with various would-be publishers. 


Life to Sponsor Convention Telecasts | 
NEw Yom ations] Broadcasting Company’s television broadcasts} Other Prospects Withdraw 

of the Democratic and Republican conventions in Philadelphia will} Cjjnton D. McKinnon, San 
be sponsored by Life on seven eastern stations. They are WNBC, | piego, was the first, and withdrew 
|New York, WNBW, Washington, WBAL-TV, Baltimore, WPTZ, Phila-| when the PM Newspaper Guild 
delphia, WRGB, Schenectady, WBZ-TV, Boston, and WTVR, Roches- | ynit demurred at McKinnon’s re- 
ter. In addition, NBC will cover by film for Life on KSD-TV, St. | ensest for a 90-day hire-and-fire- 
Louis, WWJ-TV, Detroit, WITMJ-TV, Milwaukee, KSTP-TV, St. Paul, | at-will period. Then Leonard V. 
WLWT, Cincinnati, WBEN-TV, Buffalo, KOB-TV, Albuquerque, | Finder, publisher of the Manches- 
WTVT, Toledo, and KCPN, Fort Worth. ter Leader, emerged as a potential 


publisher, but subsequently with- 
‘Jack-Pot Bonus?’ 


‘ 4 i Ye i 1 
Breneman Dies: (cio runcel ms a pobliaten 
Point-of-Sale 
Device Delayed 


t. 
P&G, Kellogg (PNThe PM guild unit said the em- 
Continue Show _ployes “welcome the new man- 


|agement and see in it a promise 
| Los ANGELES— The “Jack-Pot| HoL_tywoop — Tom Breneman, *hat the newspaper will continue 
Bonus?” point-of-sale machine has | producer and master of ceremonies | © 8TOW as a vital force for good 
been held back by “production | of “Breakfast in Hollywood,” died |" the community.” 
difficulties,’ and Bonus Advertis- of a heart attack at his home in| Mr. Crum_ has_ represented 
ing System here is still six months} Encino, Cal., last week, but the | "¢wspaper and radio interests on 
away from its objective of placing popular ABC program which he|the West Coast, and defended the 
the device in 10,000 retail stores. | made famous is expected to con- Hollywood writers called to Wash- 
AA reported last October 27 on | tinue. ington by the House committee on 
Bonus Advertising’s expectations; Mark Woods, ABC president,|¥"2-American affairs. Mr. Barnes 
of putting 10,000 of the machines | and Watson H. Vanderploeg, presi- worked with Equitable Trust 
in drug and other stores in six'dent of the Kellogg Company,|/Company, here, and the Institute 
months and 20,000 in a year. which sponsors the daily broad- 


of Pacific Relations before joining 
The device is used to build store cast with Procter & Gamble Com-| the Herald Tribune in 1935. He 
|traffic, reduce employe pilferage | pany, paid tribute to the 47-year- | Served as deputy director of the 
}and increase retailers’ local pres- | ojq radio artist, who died an hour | °Verseas branch of OWI during 
|tige. It carries an advertiser’s MeS-| pefore his scheduled program, on|the war. Mr. Crum and Mr. 
| sage on its face. It attaches to the Apri) 28. Barnes first met when both were 
front of standard cash registers,, A; ApverrisInc AGE went to| Supporters of the late Wendell 
to which it is wired. 'press it was not definite as to who| Willkie in 1940. 

| When a customer buys anything | would step into the role of master 

—or merely asks for change—and|of ceremonies on Monday (May | 


the sale is rung up on the reg-|3), However, the 30-minute pro- NBC Ends Lend 


ister, “Jack-Pot Bonus?” wheels| gram will continue under its pres- | 


turn and once in 200 to 600 times} ent sponsorship, at least until it 

|it disgorges a modest number Mice a for seve: in June. Lease of Shows 
'nickels, dimes and quarters. Then, | 
‘if the customer can answer a 
‘simple test question, he gets the 
money. 


New York — There will be no 
more lend lease agreements for 
time or talent on NBC, Harry C. 
| Kopf, administrative vice-presi- 
dent, has advised advertisers. 

Meantime, NBC said no com- 


changed to C. J. LaRoche & Co., | mitments have been made for 


effective May 1. Along with this| ‘ime periods which may open up 
change the following personnel | Shortly on the network. Current- 
money. |shifts were announced: ly the only lend lease program on 

Edward R. Halperin, vice-presi-| John F. Price, who has been in|NBC is the Fred Allen show, 
dent and general manager, last charge of the Chicago office since | turned over to the Ford dealers by 
week told AA that Bonus Adver- = ee — Stine | ears Brands through J. 
tising now has 11 western dis-| Vi©¢-President and wil’ continue |Walter Thompson Company, 
tributors who will get the bulk of | £0,0Perate the Chicago office; G..N.| agency for both sponsors. When 


, Beecher Jr., of the Chicago office, | a : 
‘production for the next tw0o|has been named vice-president | *®€ comedian’s contract with Ford 


‘months. He said several large! and contact supervisor; Crawford |¢*Pires following the summer hi- 
chains have ordered 150 or more| D. Paton, who has been with the|atus next year, Standard Brands 
of the machines each, but de-| agency since April, 1946, has been | will have first call on the Sunday 
clined to name the chains. | appointed vice-president in charge | 8:30 p.m., EST, spot. 

Bonus Advertising plans to tie|9f copy research, and Robert R.| NBC took the action because at 
up with point of purchase service| Ferry has been named executive | jeast a couple of other clients, re- 


organizations which call on each | 25sistant to Mr. LaRoche. portedly including the F. W. Fitch 


N. Y. Agency Changes 
to C. J. LaRoche & Co. 


Stops Pilferage 
e | The firm name of LaRoche & 
Since all customers watch the | Filis, Inc., New York, has been 


operation, it assures that clerks 
will in all cases ring up the sale 
and not pocket the customers’ 


'retailer at least once a month. Ad-| approval had requested network 


approval of similar arrangements. 


Paul S. Ellison has resigned as. 
public relations director of Syl- 
vania Electric Products, New 
York. AA reported last week that 
Mr. Ellison would resign shortly. 
He has not revealed future plans. 


are also guaranteed placement of 


“‘Reader’s Digest’ Plans 
to Add Italian Edition 


Reader’s Digest will begin pub- 
lishing an Italian edition in the 
near future, bringing its total 
number of foreign editions to 13. 
Barclay Acheson, director of the 
Reader’s Digest international edi- 
tions, and Marvin Lowes, assistant 
director, have left for Rome to set 
up printing and distributing 
arrangements with Italian firms 
and to select an Italian editor. 


Willy Appoints Two 
John Willy, Inc., publisher of | 


AMA Unit to Meet 


The second New England mar- 
keting conference, sponsored by 
the New England chapter of the 
American Marketing Association, 
will be held at the Hotel Copley 
Plaza, Boston, on May 6. 


ates, Chicago, and the Warren'| 
Thompson Mayers Company, New | 
York, as advertising representa- 
tives. Simpson - Reilly Ltd. will 
continue as its Pacific Coast rep- 
resentative. 
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The statue in Crystal City, Texas is the 


most amazing monument in the world. 


It represents a man, yet he never lived. 
It is a tribute to his salesmanship, yet he 
never actually sold a thing. It is an expres- 
sion of gratitude, yet he never knew the 
people who feel so indebted to him. 


Popeye brought more prosperity to that 
community than it had ever known before. 

How? 

Years ago nothing was harder to sell 
than spinach. Now, hardly an infant can 
escape it. And adults enjoy “finishing their 
spinach” from coast to coast. Merely by 
eating it himself, Popeye helped make 
spinach a habit for all Americans. 

Popeye’s persuasiveness, or the influence 
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see 


of any of the comic strip characters in 
the editorial pages of PUCK, THE COMIC 
WEEKLY, lies in the very fact that they 
are more than a source of entertainment. 


Because the characters in PUCK’s edi- 
torial pages affect people deeply and uni- 
versally, they are the most powerful social 
force in America today. They influence 
tastes in food and habits in health, fads in 
fashion, opinions and attitudes, ideas in 
learning, travelling, working and living. 


Manufacturers have been successfully 
using PUCK’s powerful editorial force for 
seventeen years. Today, more than ever, 
PUCK, THE COMIC WEEKLY represents 
a proven opportunity, a tested weapon in 
helping business to persuade people... 
in helping it to sell goods! 


The Only NATIONAL Comic Weekly 
A Hearst Publication 
63 Vesey Street, New York 7, New York 
Hearst Building, Chicago 6, Illinois 


Persuasion 


The Only National 
Comic Weekly! 


PUCK, THE COMIC WEEKLY, is dis- 
tributed with 15 Sunday newspapers 
from coast to coast. It reaches over 
7,592,101 families in 7,000 places of 
1,000 population or more. 

PUCK’s carefully formulated and 
uniform editorial pattern is skillfully 
balanced in the elements of proven 
human interest. In PUCK are assem- 
bled the greatest all-star cast of univer- 
sally loved characters including Blondie 
& Dagwood, Jiggs & Maggie, The Katz- 
enjammer Kids, The Lone Ranger, 
Steve Canyon, Tillie the Toiler, Flash 
Gordon, Donald Duck, and others. 

The influence of these characters upon 
more than 20,000,000 adult and young 
readers, has been utilized by America’s 
great advertisers—including: 


Lever Brothers Company 


Appearing in PUCK, THE COMIC 
WEEKLY during each of the 17 years 
since PUCK’s pages were opened to 
advertisers, Lever Brothers have spent 
$3,245,350 in this one medium. Only 
profitable and consistent results can 
justify such a record. 
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